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- recent examples 

of lithograph and silk 
screen process outdoor 
signs, designed and pro- 
duced for the brewery 
field. 





THESE MANUFACTURERS DIDN'T JUST SAY 


“Let's get upasign ... . 


They said, ‘‘Let’s have a sign designed for a specific 
purpose. And let's call in the people we know can 
do a job.”’ 

That's why these outdoor signs are so good. Design 
came first. 

No matter in what retail field your product sells, 
“‘Canco”’ has the talent, the experience to do a bang-up 
job. Skilled artists will create a design that will put 
your name across—say, in effect, ‘This is the best 


product of its kind you can buy.”’ Then, skilled lithog- 
raphers will produce a finished product that delivers 
extra value for every penny you invest. 

This time—call “‘Canco’’. 


Listen to BEN BERNIE “and all the lads”, Tuesday Night, 
9 P.M., E.S.T. N. B.C. WJZ Network 
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Blonde, brunette or Titian . . . silver threads among the gold . . . bobbed or flowing, braided or 
caught up with a diamond tiara . . . soft, lustrous hair is woman's crowning glory » » » Shampoos 
which cleanse the hair and scalp, contribute much to the health and beauty of the hair . . . and 


Phoenix Metal Caps which seal and reseal shampoos contribute much to their convenient, economical use. 


PRO ENT X METAL GAP OO 


SIXTEENTH ST., CHICAGO mie 3720 FOURTEENTH AVE., BROOKLYN 
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FIVE DIFFERENT PRODUCTS are cartoned on one 
machine. all in the same size carton ... with the same size 
circular. And what a marvel of engineering the machine 
itself is . . . rugged in construction . . . smooth and quiet 
in operation .. . built for years of efficient service. 
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THREE DIFFERENT PRODUCTS are cartoned on_ this 
Redington. Because one is slightly smaller, the machine is 
adjustable. Both a corrugated protector and circular are in- 
cluded in the carton. 
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THIS SKETCH illustrates how cartons are loaded contin- 
uously at one-fifth the operating speed ... a feature that 
adds years of efficient, economical life to the Redington 
Cartoning Machine. It’s the simplest and smoothest carton 
loading mechanism yet devised. 
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PROBLEMS | 


Different Products 






cartoned on 


2 REDINGTONS 


CARTONING MACHINES SPEED PRODUCTION 
—SAVE MONEY FOR GROVE LABORATORIES 


| ERE is the answer to manufacturers whose problem is “How 
can | use automatic cartoning machinery when no one 
product in my line justifies it?” 
Grove Laboratories solved this same problem with two Red- 
ington Continuous Loading Cartoners. Today one machine is 
cartoning four different bottles and one tube, together with a 
circular, all in the same size carton. Another Redington, an 
adjustable type, cartons three larger bottles, including a cor- 
rugated protector as well as a circular. Instead of eight varied 
sized cartons there are three . . . two sizes in circulars instead 
of eight . . . one size corrugated protector instead of three. 
The economies from this standardization, alone, total thousands 
of dollars. 


Even more important are the decreased labor costs for Grove 
through high speed automatic cartoning. In one year these two 
Redingtons have returned their investment . . . and more! 
Truly. “The Most Complete and Perfect Cartoner Yet.” 

Reap the benefits of this remarkable efficiency for your com- 
pany. too. Send samples of your products together with details 
of your problem. There’s no obligation. 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, II]. 


REDINGTON 


Continuous Loading 


CARTONING MACHINES 





Also Cellophane Wrapping, Carton Sealing 
and Special Packaging Machines 














TRY REDINGTON FIRST 
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has a 10) year pin! 


If you followed the course of an order through our mill, you would 










find that of the 50 odd people working on it, 10 of them have a 








record of IO years or more with the company. 


We are mighty proud of these Old-Timers-- and next Christmas another 







large class will receive “lO Year’ recognition. They don’t have to be 








reminded of KVP standards of quality and service -- they helped make 






the rules. 


\p FOOD PROTECTION 
PAPERS 


7 A \ KALAMAZOO VEGETABLE PARCHMENT CO. 
CaS Ie PARCHMENT MICHIGAN 
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SILVER REP 


Conveys the idea of SMARTNESS which is the keynote 


of 1936-a covering with style and brilliance all in one. 
This new Hampden creation is available in many 
different colors and is ready for your selection. Let 
us mail the set of working sheets prepared for your 


use to you or your box maker. 


Hampden Glazed Paper & Card Co. - Holyoke, Mass. 
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This combination of three separate coordinated Pneu- 
matic units is ideal for the manufacturer whose requirements 
demand handling not only one, but many different sizes. 


Its outstanding feature is its extreme flexibility. It vacuum 
cleans and fills, caps and labels any size container from 8 to 
32 oz. Adjustments for changing from one size to another 
are so simplified that the whole line can be adapted to new 
production in 33 minutes at the most—3 minutes to change 
the cleaner and filler, 10 to change the capper, and 20 for 
the McDonald Labeler! 


PNEUMATIC 





FLEXIBILITY 











Only two operators are required to attend the three ma- 
chines handling these four operations. The capper handles 
regular metal caps, smooth double-shell types or molded 
closures with equal ease. The McDonald labeler is out- 
standing as the most efficient and truly flexible automatic 
labeler available. It is the only automatic labeler which can 
correctly spot your label in relation to raised lettering if you 


use round bottles. 


The sum total of all these advantages means “lower cost 
per container.” Ask us to send Bulletin 43! 


PNEUMATIC SCALE CORPORATION, LTD. 


71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
Branch Offices in New York, 117 Liberty Street. Chicago, 360 North 
Michigan Avenue. San Francisco, 320 Market Street. Los Angeles, 
443 South San Pedro Street. Melbourne, Victoria. Sydney, N. S. W. 

and King Street Chambers, Leeds, England 
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IT’S ASKING A LOT 


It's asking a lot of a finish to give containers 
and closures the lasting beauty of clear per- 
manent colors, flawless lithography, and a 
smooth, clean finish so important in boost- 
ing product sales—this often despite steriliz- 
ing under high pressure super heatedsteam, 
chemical actions from products contained, 
and the rigors of fabrication. 

Fabrication involves extreme abrasive ac- 
tion of dies, punches, steel rolls, etc., 
while the finished sheet is being cut, 
shaped and crimped. It requires an 
extremely hard finish, yet one suffi- 
ciently elastic to bend 180 degrees 


without cracking or chipping. 





Failure in the case of a food container 
finish means contamination. Poor lithogra- 
phy promotes a distrust of products con- 
tained. Chipping detracts from the clean 
freshness and eye appeal. 

It takes engineered finishes to meet the 
many requirements of the metal container 
industry at minimum production costs. Sher- 
win-Williams laboratories and years of ex- 
perience in solving metal container fin- 
ishing problems are at your service. 
Sherwin-Williams is Finishing Research 
and Engineering Headquarters. Write 
The Sherwin-Williams Co., Cleveland, 


SEE THE SHERWIN-WILLIAMS FINISHING ENGINEER 


SHERWIN-WILLIAMS 
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CAPPED TO Seal AND TO IZ 


- o- caps serve a two- 


fold purpose...both equally important. 
First: convenient, economical, never- 
failing protection for the product until 
entirely consumed. Second: an unmis- 
takable note of distinction; excellence 
of design, and color, and finish...a 
skillful interpretation of the SALES and 
MERCHANDISING needs of the pack- 
age. Who wants a better cap? Ask an 
ARIDOR field man (or write us). He 
has an organization of technical and 
merchandising experts behind him, 
ready to lend you valuable aid 


i 3428-40 West 48th Place hic ag ©) 
. APRIL 1936 











Printing on Cello- 
phane in continuous 
rolls or flat sheets. 
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Spot-printed Wraps 


Became == OFFERING A COMBINATION OF 


use in tight-wrapping 


ee MATERIALS, FINE PRINTING 
oo’ AND EXPERT STYLING DESIGNED 
, TO BRING NEW SALES AD- 
VANTAGES TO A HOST OF 

PRODUCTS WHICH MAY NOW BE 


REPOSING ON BACK SHELVES. 
White for iformation 


THOMAS M ROYAL & CO 
PHILADELPHIA US A 


Celloph 4 NEW YORK CHICAGO DETROIT ~—sC~PITTSBURGH — BOSTON 
siopnene, waxe ST. LOUIS MINNEAPOLIS SANFRANCISCO DAYTON SYRACUSE 
or plain paper. FORT WORTH ATLANTA HOUSTON 


Sheeted Wraps cut 


to size and made of 
























Bread Wraps— 
formed from a con- 
tinuous band of 
Cellophane flanked 
on both sides by 
waxed paper. 


























Die-cut window 
Wraps of Cellophane 
and any paper, 
sheeted for hand 
wrapping — contin- 
uous rolls for 
machine wrapping. 
















Sheeted Wraps 
combining a con- 
tinuous strip of 


Cellophane and 
any paper. 



















FIRST! . .. in the 
Toughest CLASSIFICATION 


PEPSODENT. 


Tooth 
Powder 


THE PEPSODENT CO, CHICAGO.US.A. | 


Che (ios. WOLF AWARD goes to 


A-C-M's Clay Coated Pepsodent package 


*One color... that’s the toughest test of all... and the 
brilliant WHITE printing surface of A.C.M. Clay Coated 
board played an important part in winning the Wolf 
Award for Pepsodent. 

Your product, too, can be a winner where it counts... 
AT THE POINT OF SALE ... if it has the “shelf appeal” 
... the advertising value ... of A.C.M. Clay Coated 
cartons. 

Write or phone and an A.C.M. representative will call 
and give you full information without obligation. 


AMERICAN COATING MILLS INC. 


CARTON DIVISION 
CHICAGO ELKHART, INDIANA 


Wrigley Building 


ATLANTA, GA 
William Oliver Building 
NEW YORK CITY «© 22 East 40th Street 
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Above: In this maze of tubes and 
beakers and laboratory paraphernalia a 
tin coverage test is going on, to make 
certain that the quantity of tin on the base 
plate comes up to our rigid specifica- 
tions ... assurance to you that the Anchor 
Caps you get will deliver full protection, 





To right: Another example of Anchor 
thoroughness in checking. measuring and 
making sure; a projection machine that 
“blows up” objects to twenty times their 
size and throws their picture on a screen 
where it may be photographed, traced 
and studied and the most minute varia- 
tions discovered — in tools, gauges. glass 
finishes, threads and contours of caps. 








~ Why ANCHOR tests 
every bot of material 


You Expect a manufacturer to test his materials. But Anchor goes far 
beyond the expected — in the thorough, exhaustive tests it makes. We 
make tests every day that others feel are necessary only occasionally; we 
conduct tests that others don’t at all; our laboratories have designed 
special testing equipment that only a concern of Anchor’s size and facili- 
ties could possibly possess. 

This emphasis on testing shows Anchor's recognition of their responsi 
bility toward the packaging industries—a responsibility that means moncy 
to Anchor customers. It means caps that fit perfectly and allow for 
ordinary variations in glass finishes; that never fail to give the sealing 
protection intended; that never let you down by causing spoilage, com- 
plaints or returns. It means package sealing that is dependable every time, 
under even adverse conditions, on all your output. 

‘To give you some idea of how elaborately Anchor goes about its tests, 
just consider raw materials. For example, we test tin for ductility, work- 
ability, and tin coverage; we test liners for compressibility, resilience and 
pliability, and where wax is used, the melting point, thickness, color and 
coverage; we test lacquers for viscosity, color, resistance to heat of process- 
ing and sterilizing, acid and alkaline resistance. 

All measurements whether of tools, materials, glass finishes or finished 
caps are checked with precision instruments of various kinds, special 
gauges, templates, even a contour projection machine and stereoscopic 
microscope. 

Hence when you buy Anchor Caps, you can be sure that they will 
measure up, not only to specification but to the performance you have a 
right to expect. ANcHor Cap & CLosure Corporation, Long Island City, 


New York; ‘Toronto, Canada, Branch offices in all principal cities. 
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“Foop CONTAINERS WITH CHARACTER” might well be the slogan 
of Capstan Glass. Capstan character is expressed in two principal 
ways; in an almost unending variety of effective, practical and 
decorative designs plus a degree of quality in our glassware that 
has no equal. In the illustration above we show two styles, 
completely different in purpose and in shape, indicative of the 
wide range of the Capstan line. 

As for quality, that is a characteristic that the camera can’t 
catch but nevertheless one that means a great deal to the user of 
glass containers. It is a matter of meticulous care all along the 
line— in the analysis of raw materials, in the mixing, in manu- 
facturing and in annealing. It is a matter of unending vigilance 
in testing the product at every stage of manufacture, in careful 


inspection of finished ware to make sure that it comes up to 








CAPSTAN fckewise has tts TESTS 


Capstan’s standards of strength, of clarity, of color and of accur- 
acy. All of which requires man power that is experienced and 
equipment that is up to date and modern... both of which 
Capstan possesses to a marked degree. Capsran Gass COMPANY, 
Connellsville, Pa. Associate Company: SALEM Grass Works. 


Branch offices in all principal cities. 


Capstan’s Automatic Electric 
Annealing Makes Better Glassware 


Commercial glassware invariably gets rough and tumble treatment 
and must be strong and tough to withstand it. That takes carefully 
controlled, uniform annealing. The fully automatic annealing lehrs 
developed and perfected by Capstan are the most accurate and de- 
pendable means known for building strength and resistance into glass- 
ware. In each lehr there is a series of zones which makes it possible 
to compensate for the different degrees of heat resulting from changes 
in the quantity and type of containers passing through. A system of 
automatic, thermostatic control maintains a correct temperature curve 
insuring uniform and properly annealed products. 
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LUXURY PACKAGING 
for Luxury Goods 


T° AN increasing extent, the 
marketers of “quality” goods 
are employing Bakelite Materials 
in their packaging to enhance the 
luxury appeal of products. Tllustra- 
tions on this page show two exam- 


BAKELITE CORP OR 


BAKELITI 


THE MATE 
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ples of the rich results which may 
be obtained. 

For the fine perfumes and cos- 
metic products pictured, lustrous 
cream-colored Bakelite Cast Resin- 
oid was employed to provide suit- 
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able beauty in the rouge jar and 
lipstick case. A displayer stand of 
this same material creates “quality 
atmosphere” for the perfumes. 

Above is the handsome duo-tone 
Bakelite Molded box in which La 
Insular Corona cigars are now 
packed for retail. Its sales-effective- 
ness has caused this manufacturer 
to adopt similar Bakelite Molded 
packages for two other better-class 
products. 

These are just two of the many 
ways in which alert manufacturers 
are using Bakelite Molded and 
Bakelite Cast Resinoid packages to 
increase sales. Because of their 
attractive colors, lustrous finish, 
durability and adaptability, of form, 
these materials offer unlimited op- 
portunities for the expression of 
the package designer’s ideas. 

We would be glad to cooperate 
with you in adapting Bakelite Ma- 
terials to the design of appropriate 
packages for your products, and also 
invite you to write for our illus- 
trated booklet 8C, “Restyling the 
Container to Increase Sales”. 
NE VY ¥Y ©-2:E. 
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DINNE 
SALAD 


TRADE MARK 
COPYRIGHT 1934 & 1935 


om 


Veg-All isa combination of choice vegetables ready to use as 3 straight dine, 
or salad. also in your favorite recipes for soups salads, stews, cho 
casserole ’© mbinations. 
For the best Vegetable 
stock. Cook 5 minutes 


bine Ves all with © 
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Complete Control Assures Results 


On the green, just a few yards to the cup looks 
easy ... yet success depends on control. e In the manufacture of CCS Closures, control 
plays an even more important part. Rigid standards to be met, continuous inspections 
and tests to be passed, assure only the best materials in CCS Caps. e This complete 
control of materials together with CCS scientific designing and precision manufacture 
combine to produce closures of the highest degree 
of perfection. e Specify CCS Caps, the finest and 
most dependable closures made... completely 


controlled from raw materials to finished product. 


CROWN CORK & SEAL CO. 





BALTIMORE, MARYLAND 





THERE'S ACCS 
BRANCH 


CCS MASON CAPS 
The leader by a wide margin NEAR YOU / 
See 






| WORLD'S LARGEST MAKERS OF CLOSURES FOR GLASS CONTAINERS | 
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TWO AWARDS 


of outstanding 


the 1935 
ALL-AMERICA 


Package Competition 





The ‘‘best in bottles’? has been our goal 
for years. The 1935 All-America simply 
confirmed it again. Many of America’s 
leading lines reach their consuming public 


in Carr-Lowrey bottles. 


Two typical examples are the bottles we 
furnish for Pinaud’s Skin Perfume in all 
their floral odors, Gardenia, Violette, Lilac, 
etc. (silver award in the family group), 
and the bottles in the Terminal line (gold 


award). 


Tell us about your product and your 


problems—-we will gladly co-operate. 


CARR-LOWREY GLASS CO. 


BAL TIM OR E+ M AR Y LAN OD 
500 FIFTH AVENUE, NEW YORK © 1502 MERCHANDISE MART, CHICAGO 
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A knockout! That's what they all say about these brand new Multicolor designs of Ribbonette. They are 
original, striking, and exceptionally colorful. There’s a wide range of patterns and two widths—the %-inch 
(shown here) and the %-inch. Write for samples of Multicolor or of our regular styled Ribbonettes made 


of pre-dyed cotton yarns. 


RIBBONETTE DIVISION 


CHICAGO PRINTED STRING CO. 


2319 LOGAN BLVD., CHICAGO, ILL. e 55 W. 42nd St. NEW YORK 
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customets 


WHAT THEY SEE WHEN THEY BUY ARE youR CARTONS | 


WHY CONCEAL A GOOD-LOOKING, SERVICEABLE TUBE IN AN 





INFERIOR CARTON? I1F YOUR CARTONS ARE MADE OF 


Ridgelo 


O 
Ze) Collate slob delelel ae) 





THEY WIiItLLtL CREATE THE MOS T 


FAVORABLE FIRST IMPRESSION 


MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 
RIDGELO—‘‘THE BEST KNOWN NAME IN BOXBOARD“' 


Representatives: W. P. Bennett & Son, Toronto - E. C. Collins, Baltimore - A. E. Kellogg, St. Louis - MacSim Bar Paper Co., Chicago 
Pacific Coast Distributors: Blake, Moffitt & Towne : Zellerbach Paper Co. 
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THE HOUSE OF QUALITY 
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a plant at Stamford 
Conn. for the manufacture 
of 
STAINLESS METAL FOILS 








PROTECTION AND 
EYE APPEAL PLUS 


HEAT PROOF 
ODOR PROOF 
LIGHT PROOF 
VERMIN PROOF 
MOISTURE PROOF 
PERMANENT BRILLIANCY . 





. ARE ALL THE QUALITIES WHICH WILL BE INCORPORATED IN YOUR 
PRODUCT WHEN PACKED IN STAINLESS METAL FOILS. 


THE PRACTICAL AND ECONOMICAL GENUINE METAL LEAF COVER MADE 
OF ONLY THE BEST QUALITY METAL OF UNIFORM THICKNESS. 


STAINLESS METAL FOILS Are also the proper insulating materials as they have the 


power to reflect 95% of all radiated heat. 


A large list of perishable and semi-perishable products can today be protected and 
saved. Stainless Metal Foils are the ideal protection for: 






PERISHABLE SEMI-PERISHABLE 
Butter Yeast Box Covers Labels 
Candy in its various forms Ice Cream Box Liners 





Vanity Boxes 








aaa Tobacco Costes ae 

1ewing Gum igarettes Bottle Cap Liners lit Wrappers 
Tea Soap Window Displ 
Cake Milk (Bottle Caps) Typewriter Ribbons a ee 
Cheese Photo Films Bottle Necks Housing Insulation 







OUR PLAIN STAINLESS METAL FOIL CATALOG IS AT YOUR DISPOSAL 


KELLER-DORIAN 
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KELLER-DORIAN 


STAINLESS METAL FOIL in its various finishes) PLAIN AND EMBOSSED IN 
SILVER, GOLD, COPPER, GUNMETAL AND ANTIQUE will hold and attract the eye. 


They are the most effective sales medium your product can possess in dressing up your 
cartons, boxes and all types of packages. The advantages of product protection, durability 


and display value are combined in these finishes. 


Although our Stamford plant is a new mill, it is backed by the knowledge, experience and | 
craftsmanship of our long established European mill, the original manufacturers of foil 


backed paper. 


OUR LIGHT EMBOSSING, HEAVY EMBOSSING AND ANTIQUE CATALOGS 
CONTAIN OUR FULL RANGE OF DESIGNS AND FINISHES. 
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»2» 2 COTTON VELOUR 


On the 18th of March 1888, Mr. A. Keller-Dorian always in search of original and 


beautiful effects discovered that by applying crushed cotton in powder form on a 


CARRE 


paper covered with a mordant coating, a perfect imitation could be obtained of 


SUEDE LEATHER 


This stroke of genius started Keller-Dorian’s fame and prestige. Since that mem- 





orable day which marks an important phase in the history of Fine Cover Paper 


Manufacturing [ 


KELLER-DORIAN’S COTTON VELOURS 


have attained far reaching renown. All select and exacting users and designers in 
North and South America, Europe, Asia and Africa have, during these many years 


acclaimed this quality as the outstanding creation in cover papers. 
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14th Price 
Reduction 


This new sav- 
ing in cost will 
permit the use 
of Cotton Vel- 
our in several 
fields where 
they were here- 
tofore prohibi- 
tive duetoprice. 








Obtainable in the twenty exquisite colors contained in our 1936 Catalog. 





KELLER-DORIAN 


~Mm- 


per 


in 


ars 














KELLER-DORIAN 


SILK VELOUR 


symbol of Beauty — Distinction — and 
Quality known the world over as the 


Aristocrat of all DeLuxe Cover Papers. 


Comes to you in thirteen exquisite col- 


ors of appealing freshness. 


The use of SILK VELOURS assures the 
Attention, Value and Magnificence that 
only this unique real silk surface of out- 


standing quality can provide. 


Exceptional effects can be obtained by 
printing SILK VELOUR’S unusual sur- 


face in line or halftone. 


In SILK VELOUR, Keller-Dorian have 
arrived at a masterly portrayal of color 


harmony, beauty and effectiveness. 


Ask for our 1936 
SILK VELOUR 
Catalog 
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10th Price Reduction 


brings the cost of this 
quality to 50% of its 
original value. 
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MADE IN U.S.A. 





ia 


[__ 








presents a new Pearl Paper—MOTHER OF PEARL—so low in cost that it permits 
its use in every field. 


ODORLESS 
NON-CURLING 
PERFECT PRINTING QUALITIES 
ABSOLUTE CONTROL OF CRYSTALLISATION | 


these combined features make Keller-Dorian’s 1936 MOTHER OF PEARL ideal for: 





Boxes 
Greeting Cards 
Candy Packages 
Announcements 


The faint and exquisite pastel shades of the South Sea Shells are reproduced and are 
available in the many colors contained in our Catalog. 








Ask for our MOTHER OF PEARL Catalog 
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CONTINENTAL GLOSS 


comes to you in many colors and 
designs. The soft luxurious effects 
shown in our 1936 Continental Gloss 


Catalog will lend to your 


Boxes 
Cards 
Catalogs 


Displays 


Beauty and Character 


CONTINENTAL GLOSS will meet 
with the approval of your most ex- 


acting customers. 


SMART, PRACTICAL and 
ECONOMICAL 


Our 1936 Continental Gloss Catalog 


is available on request. 


KELLER-DORIAN 
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MADE IN U.S.A. 
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WOOD GRAIN PAPERS 


KELLER-DORIAN in 1936 makes available a series of wood 


effects closely resembling 


OAK PLATANE SYCAMORE 
BIRCH CHESTNUT MULBERRY 
POPLAR ROSEWOOD MAHOGANY 


These papers possess admirable decorative, printing and 
working qualities so essential to the beauty and construction 


of boxes, greeting cards, displays and catalogs. 


Their low price range and the fact that they are carried in 


rolls make possible their use for quantity production. 


The following papers are fade proof and water fast: 


Platane Sycamore Chestnut 
Birch Rosewood Mulberry 
ASK FOR OUR 1936 WOOD GRAIN CATALOG 
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REPRESENTATIVES 





THE PRATT PAPER COMPANY, 136 Federal St., Boston, Mass. 


THE MATTHIAS PAPER CORPORATION, 
425 Arch St., Philadelphia, Pa, 


THE QUEEN CITY PAPER COMPANY, 
2062-2068 Reading Road, Cincinnati, Ohio. 


THE CHICAGO PAPER COMPANY, 801 South Wells St., Chicago, III. 


DWIGHT BROTHERS PAPER COMPANY, : 
626 South Clark St., Chicago, III. 


THE ORPCO PAPER COMPANY, 
158 North Broadway, Milwaukee, Wis. 


ORCHARD PAPER COMPANY, 
3914-24 North Union Blvd., St. Louis, Mo. 


NORTHWEST PAPER SALES INC., 1203 Western Ave., Seattle, Wash. 


BLAKE, MOFFITT & TOWNE, 
242 South Los Angeles St., Los Angeles, Cal. 


BLAKE, MOFFITT & TOWNE, 41 First St., San Francisco, Cal. 
BLAKE, MOFFITT & TOWNE, Sixth & Webster Sts., Oakland, Cal. 
PAPER SALES LTD., 11 King St. West, Toronto, Canada. 


PACIFIC & ATLANTIC TRADING CO., S. A., 
Gante 15 Mexico,:D. F., Mexico 
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There was a right curious crowd at the Sixth Annual Packaging Show held in New 





























York last month, and a lot of them asked us the same questions. Perhaps you, too, 
are curious on one or two of these points —so here are the answers. 


such a competitive edge. The facilities of 
this department are available to anyone. 





Question: Piva) 

eeu . . a eZ 
Where can I get a good design for my tin Bete 

- TA s 


container without spending a lot of money?” Question: 


Answer: ‘Why should I use lithographed cans instead 
grap 


ee ial hs 99 
Continental maintains a large staff of compe- of paper labels? 


tent designers whose services are available Answer: 


to any manufacturer. Just let them have a Because the rich lasting beauty of an attrac- 
sample of your present container and they'll tively lithographed container implies quality, 
be delighted to analyze your problems and has eve-appeal, and in every way does a 
offer suggestions for redesigning. better selling job. Your brand name is 


vt permanently affixed to a container which 


Oa frequently has a secondary use in the home. 
. ead) It does not mar or tear, is water-resistant 
Question: ' : - 
- ait and virtually stain proof. ‘To many manu- 
[have a hunch that a; ifferent shape would facturers the substitution-proof feature of a 
make me package distinctive, or that some lithographed container whose label cannot be 
7. ‘ YT » Oo ao: re e . . 
sort of an easy opening gadget or unique changed is a mighty important factor. 
closure would give my container a competi- 


tive edge. Where can [ get advice on that 
sort of thing?” 


Answer: Question: 





ee Yn Ty « 7 hd + > a 
‘The Continental Development Department Could you make a can for my bird seed like 


spends its days, and many sleepless nights, the Whoofis Company uses for sodium per- 


solving problems of just that sort. They are borate?” 

the boys who dug up the one-hand opening Answer: 

and closing gadget that is selling a heap of Of course! We manufacture a complete line 
Pebeco tooth powder—and developed the of tin containers in every conceivable size. 
famous Cap Sealed beer can with the easy- shape and style—from tiny ointment cans to 
opening, easy-pouring features that give it 110 lb. lard drums. 


The answers to those questions explain why Continental is able to render a complete packaging service 


CONTINENTAL CAN COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
APRIL 1936 
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FOR THE CRowniNG PERFORMANCE 










Mundet Molded Screw Caps are fitting com- 
plements to high grade bottled products. These 
efficient sealers match performance with style. 
Precisely constructed, they seal smoothly and 
quickly ... unseal without physical or mental vio- 
lence. A cap that befits the crowning performance. 





Special Features: Deep molding gives cameo clarity to 
design and trademark details. Distinctive Duo-tone treat- 
ment combines soft pebbled tone with high gloss finish. 
Exclusive Mundet flange grip offers a skid-proof surface 
to permit easy removal from bottle. These caps are sturdily 
constructed, in blac’: »; in colors. 

Seeing is believing. Ask us to send stock samples of Mundet 
Molded Screw Caps for your close inspection. ... In addi- 
tion to Screw Caps, we manufacture high quality corks and 
closures in many styles. Write for free copy of ‘‘Solutions to 
ClosureProblems’’, describing Mundet Closures and their uses. 


MUNDET CORK 


CORPORATION 
65 S. 11th Street, Brooklyn, N. Y. 


Offices and Warehouses in Principal Cities 
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will make your 


@ KIMPAK Crepe Wadding will do more than protect 
against shipping damage and breakage, save time, 
labor and money in packing. It will also increase the 
attractiveness of your product, make it more salable 
—and at small cost. For articles which must be 
attractively packaged, there are many beautiful forms 
of KIMPAK, either plain, or backed with glassine in a 
wide variety of colors. A sample of one of these forms 
— that’s used as a wrapper for the 1936 PACKAGING 
CATALOGUE— is shown below. 





KIMBERLY-CLARK CORPORATION, Neenah, Wis. 


122 E. 42nd St., New York City 
510 West 6th St., Los Angeles 


8 S. Michigan Ave., Chicago 


LIGHT 
ASA 
FEATHER 


REG. U.S. PAT. OFF. & 


No matter what your product—a dainty cosmetic or 
a refrigerator—KIMPAK will protect it against mars, 
scratches, or breakage during shipment. And KIMPAK, 
because it is so easily applied, is economical to use. 

KIMPAK is soft and resilient, free from dirt and 
foreign substances. It comes in rolls, sheets and 
pads of various thickness—a form for every purpose. 

Let us show you how KIMPAK will solve your 
shipping problem economically. Mail coupon for 
FREE portfolio of KIMPAK samples. 


Kimpak 


FOREIGN COUNTRIES 


CREPE WADDING 
product more attractive 














1936 PORTFOLIO 
OF KIMPAK 


MAIL COUPON 





Sample of 4-ply Whip- | 

cord Embossed KIMPAK | 
backed with Riegel Plaid 
Embossed Glassine.This | 
is the form of KIMPAK 
that was used as a wrap- 
per for the 1936 Edition 
of PACKAGING CATA- 
LOGUE, see illustration. 





KIMBERLY- 
CLARK CORP., Neenah, Wis. 
Address nearest sales office: 8 S. 
Michigan Ave., Chicago; 122 E. 
42nd St., New York City; 510 W. 
6th St., Los Angeles. 


Please send us 1936 PORTFOLIO OF KIMPAK. 
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Meléee ef RESINGX 


THERE !IS A RESINOX MOLDING MATERIAL FOR EVERY MOLDING 


NEED. ASK YOUR MOLDER FOR DETAILED INFORMATION, OR 


WRITE RESINOX CORPORATION, 230 PARK AVE., NEW YORK, N.Y. 
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Reprinted from FORTUNE, March, 1936 


TRANSPORTATION usually gets the credit . . . but it’s the container that makes 
possible modern distribution, with maximum protection at minimum cost— 
and the plus value of advertising en route, and on the shelf. 

‘Packaging by Prescription” is Container Corporation of America’s con- 
tribution to this modern miracle. Concora Folding Cartons and Fiber and 
Corrugated Containers are laboratory-designed for each particular packaging 
problem, providing the strength that protects and the beauty that sells. 

Ten conveniently located plants .. . a wide experience in many fields of pack- 


aging ... and unequaled mechanical facilities are at your service. Call Concora. 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILLINOIS 


MILLS AND FACTORIES AT STRATEGIC LOCATIONS 





APRIL 1936 














QPsanenscrind 


Gives Continuous 


Speedy, Low Cost 


Operation Over 
Jl Period 
wa 


Over 2000 Customers | 










For years manufacturers o f all kinds of products have depended on Packomatic packaging 


machinery for efficient low cost production. You can discuss your problems w ith a Packo- 
gp . oper “oe : , age 


J. L. FERGUSON COMPANY, JOLIET, ILLINO 


- + BRANCH OFFICES -_ =. : 
ORK - CHICACO +: CLEVELAN 
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Oval, Oblong, Square and Round, 
Spiral convolutely wound; 

Or what your needs may be in cans, 
They all will fit in R. C. plans. 


When you’ve had cans that wouldn’t do, 
You’ve looked a large assortment through: 
It’s then when you will understan’, 
The value of an R. C. Can. 


It matters not how good you are, 
In buying cans at below par: 

The very best that you can get, 
Is honest value every step. 


The fact remains that price alone, 
For lesser service can’t atone; 

The higher cost will be retrieved, 
Where honest value is received. 


You'll find that cans made by R. C. 
Are built as good as they can be: 
And not to meet a certain price, 
To do those things that aren’t nice. 


To get real cans and service too, 
This tip will be a help to you: 

Don’t waste your time to scheme and plan 
Just "phone or write the R. C. Can. 


RC. CAN, 


COMPANY 


Ne ph 


MAIN OFFICE AND FACTORY Key abs gs 


121 CHAMBERS ST., ST. LOUIS, MO. . 


BRANCH FACTORIES 
2809 E. 14TH ST., KANSAS CITY, MO. 
RITTMAN, OHIO 


SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Louisville, Memphis, Milwaukee, 
Minneapolis, New Orleans, Omaha, Pittsburgh 
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THE AMERICAN INDIAN designed a war shield primarily for protection, 
but, having a flare for bright colors, he also made it decorative although, of 
course, this did not in any way add efficiency to its original purpose. 


Today, in the packaging field, however, beauty is as essential as protection. No 
matter how skilfully a package may be designed, its merchandise effectiveness is 
directly proportional to its attractiveness and its ability to remain attractive on the 
dealer's shelf or in his store. No matter how well the artist may have used color and 
design, all are nullified if the package becomes soiled, scratched, or discolored. 
Ecyptian Paper CoatinG Lacquer is the finish that is rapidly becoming popular for 
adding beauty and durability to all types of carton packages, as well as labels, 
wraps, displays, and other forms of printed matter. 


EcyptiAN Paper CoatinG Lacquer is formulated for application by regular roller-coating 
machines; such as are used to apply ordinary spirit varnish. It dries quickly and 
does not become tacky nor does it scratch easily or scuff with handling. Neither 
does it discolor white or light colored areas. 


We invite your inquiry for further details 
THE EGYPTIAN LACQUER MANUFACTURING CO. 


1270 SIXTH AVENUE - roOckEFELLER CENTER - NEW YORK, N. Y. 
This insert is treated with one coat of EGYPTIAN PAPER COATING LACQUER 


ROTECTION 
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WARNERCRAFT 


THE FINEST WORD IN PACKAGING 


Designing 
Made Possible . 
This Self-Service Display Unit 





Packages may be picked or pushed out of this open faced Standard 
Safety Razor Display Carton, but cannot drop out, through a practical 
use of inner trays that permit gravity feed but clamp each package. 


Set-Up Boxes Note, also, the easel and hanger, incorporated in the carton itself—and 
Folding Boxes all at a cost that permits popular priced sale. Perhaps you, too, have a 
Designing Service packag’ng problem that Warnercraft designing service might solve. 


THE WARNER BROTHERS COMPAN Y 
BRIDGEPORT : CONNECTICUT 


200 MADISON AVE. ‘ NEW YORK -:- AShland 4-1195 
APRIL 1936 29 
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SIMPLEX — 
‘Fie Solution tthe Set-Up-Box-lhoblen’ 





<> the test of a Champion— & 





Can He Take Ite 


Whether in a boxer, a paper box or a swim 










suit resistance to punishment counts. Jantzen » +. 
proved this many years ago. And it was S\ 
but natural they demanded DURABILITY ~< 
in a container for their product—world fa- x 
mous for its wearing quality. So, they chose < ) 






Simplex. 







The. Simplex Paper Box CAN TAKE iT. 
Double construction af sidewalls and ends >!» 











provides cushioning that MORE THAN >?» 

DOUBLES strength at these vulnerable SL 
° . Lh 

spots. Products packed in Simplex reach SxS 
their destination intact — no spilling, no K 

O 


breaking or damaging of contents. 







Nor is sturdier construction its only claim of 
superiority. Simplex also save time, money 
and floor space. 













The Simplex Paper Box was perfected and 











patented only a few years ago—yet, many SK 
million Simplex boxes have already satis- WM 
fied the requirements of exacting buyers. <X 

We believe they will please you too — 20 
especially if you are one of those who ><> 
demand in paper boxes, as in other things x! 
—the ABILITY TO TAKE IT! » 













Leading manufacturers of paper boxes 
throughout America are now licensed to 

SY, <I) make Simplex boxes. Drop us a line that » <1) 

we may advise you as to your closest \ 

source of supply. 










Simplex Knocked Down 









SIMPLEX PAPER BOX CORPORATION 


LANCASTER, PENNA., U.S.A. 
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Stage Your Product in the Limelight 


Brilliance and artistic distinction mark these 
three-dimensional Point-of-Sale displays devel- 
oped by Stanley. Especially for articles of re- 
finement, luxury, high quality or style—they get 
preferred position for your product where com- 
mon display pieces fail. They lift your brand out 
of competition—into the buyer's mind. 


Individual designs appropriate to your product 
and your package are created by our Art Staff. 
Stanley's experience and ability in processing 


and printing metal foil assure a superlative 
quality in these displays. Our facilities enable 
us to furnish them at attractively low prices. 


If your point-of-sale display problem is difficult 
—or if you are looking for something different— 
perhaps we can show you the answer. These 
compact display stands are used to feature the 
widest variety of products. It will cost you 
nothing to look at a sample designed for your 
product—no obligation. Write us today. 


New York Sales Office: Room 913, 200 Fifth Avenue 
Chicago Sales Office: 714 Westminster Building, 110 S. Dearborn Street 


The Stanley Mfg. Co., Dept. M-4, Dayton, Ohio 
Please send me more information on display stands. 


C] We are attaching a photograph (or drawing) of our 
product. Please submit sketches and prices for a display 
stand. 
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SUN TUBE CORPORATION 


CHICAGO, ILL. 


400 W. Madison St. 


DETROIT, MICH. 
Harry Holland & Son, Inc. Harry Holland & Son, Inc. 


1941 W. Fort St. 


CINCINNATI, OHIO 
R. B. Busch 
100 So. Ohio Bank Bldg. 





Another best-seller has selected handy. 


durable, sell-on-sight Sun Tubes to carr 


its product to the nation. To Griffin 
Allwite—America’s fastest-selling whit 
shoe cleaner—Sun expresses the hop: 
and the belief that sales will now | 


even faster! 


°c HILLSIDE, N. J. 


ST. PAUL, MINN. LOS ANGELES, CALI! 
Package Associates 
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Alexander Seymour 


1745 University Ave. 900 East 31st St. 
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ONE ORDER OF GLORY, PLEASE 




















After the shouting has died down and Mr. Fels and Mr. Koster and the others have 
gone home with their laurels, we would like you to know that the prize-winning Fels 
Naptha Soap Chips wrap (gold medal winner, wrappings class) is printed by Nashua 
Gummed and Coated Paper Company on Kidder “3 Point” Presses. 


We think this only proper, for it is our: belief that a prize-winning wrapper should 
have the very attributes which “3 Point” stands for. These are: 


Proper distribution of ink. This matter relies materially upon the accessibility of the 
responsible parts. Kidder Presses have a patented feature wherein the operator can walk 
into the press to set form rollers . . . first circumferentially to the plates . . . then (with- 
out disturbing the first setting) radially to the vibrators. No roller gauges needed—no 
bumping. 


Control over the paper. The same type of engineering that has made possible the ac- 
curate printing of meter charts, makes register on wrapper presses a simple matter. The 
press that prints the Fels wrap handles up to 4 colors at 600’ a minute, and the operator 
can take it easy. Ask us, some time, about our new mill roll and paper control unit which 
controls side register on web presses. 


Accuracy of the impression. Without this, all those little Fels Naptha names on the 
Fels wrap might not be as clean-cut as they are. Our experience in building machinery for 
printing VOGUE and FORTUNE has developed in us what we might call a talent for the 
delicate touch. 


If you have some potential prize-winners in your shop (or if, indeed, you’re not con- 
cerned with medals but just want to do a good job and make some money), get ac- 
quainted with Kidder. Transparent cellulose (Kidder presses print 20% of it), vegetable 
parchment (60% of it), wax bread wrappers (90%), or any other packaging material 
get your problem down in black-and-white and 


SEND IT TO KIDDER . 


who will tell you how a “3 Point” Press can do your work more profitably, and who 
makes machinery for printing wrappers, cartons, labels; bronzers; special printing ma- 
chinery for individual packaging jobs. 


LPM: hIDDER PRESS C OMPAN YSrcsypotatidd 


PRINTING MACH INE R Y 





MAIN OFFICE AND PLANT 
MEDDER) poVvER, NEW HAMPSHIRE 
3825 
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OFFICES IN CHRYSLER BLDG., N. Y. C., FISHER BLDG., CHICAGO, TORONTO, 
ONT. REPRESENTED ON PACIFIC COAST BY HARRY W. BRINTNALL CO. 
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“SMALL FRY” 
COMPETITOR 






€ 


Most “big-time” products—including your own, perhaps—start out as “small-fry” competitors of the 





big ones that dominate their markets. 


How do they get a foothold? Often they interest dealers and the public by means of a new, dif- “ 
ferent, colorful package. Of course, there’s price, advertising, discounts... every trick in the bag. 





But it’s package novelty that first opens the tiny wedge that may grow into serious competition. 

You may see no need, today, for changing your present package set-up. But some young hopeful / 

from the sticks may make such a change an essential step .. . next week, next month or next year. 

And when he does, time will mean money ... it may even mean control of your market for years ; 

to come! 

Most alert packagers subscribe to MODERN PACKAGING because it's the best way to keep posted 

on every new development, every new competitive device and process. 4 
ha 
m 
ap 

M O 425 FOURTH AVE., NEW YORK, N. Y. ” 
MODERN PACKAGING 











THE CASE 15§ 




















Judge a Package by its Beauty and Utility 
Appeal .. . Buying Decisions Favor Products 


A card case can't cross the bridge table before it comes to it. OVE "guilty" of stimulating sales before the consumer jury can 
The idea is to get the case on the table, into the LATO pass favorably upon them. Plastics have a habit of 
hands of the "jury". And this smart Consolidated SCRANTON eID BUTTON winning the consumer's buying decision when 
molded plastic case gets there! The same thing ‘3 4 custom molded by Consolidated Molded Products 
applies to packages for any product . . . they must be ay Corporation. Precision molders in all plastic materials. 


cae MOLDED PRODUCTS CORPORATION ar ol 
General Offices and Factory: SCRANTON, PA. 
FORMERLY MOLDED PRODUCTS DIVISION OF AMERICAN RECORD CORPORATION 
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Pp 
ge PERFECT ¢ 
LEAN 
FOR ee 


UPHOLSTE 
AND RUGS : 











RODUCT identification... straight 

thru the line! Product successes 
that multiply thru counter and shelf 
acquaintance! 


Packaging of diverse products 
under uniform color effects and 








“who 1D WAL OM 
BAL CHOMS : 


label designs take a prominent part 
in “NATIONAL” achievement. 


Arm your products with the 
authority of Container uniformity 
and Container excellence... 


...GO “NATIONAL”! 
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The-DUO-by 


A MODERN MACHINE FOR DUPLEX DECORATION 
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| A TWO-COLOR ALL-PURPOSE 
PRINTING and TINTING MACHINE 


Below—lIllustrating Method of Threading Paper for Various Decorations 
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2 COATING and PRINTING 3 BOTH SIDES COATED 


ONE SIDE—TWO PRINTS ON SAME SIDE 4 





BUY [HE ALL-PURPOSE AND... 


PRINTCOTE 












1PRINT TWO COLORS IN REGISTER — ONE SIDE 
2TINT AND PRINT ONE SIDE 

3 TINT BOTH SIDES, SAME OR DIFFERENT COLORS 
4PRINT BOTH SIDES — SAME OR DIFFERENT COLORS 
3 TINT ONE SIDE AND PRINT OTHER SIDE 

6 TINT ONE SIDE — DOUBLE COATING OF SAME COLOR 


ANILINE - OIL - WATER - ROTOGRAVURE COLORS 


WELDED STEEL FRAMES—SELF ALIGNING BALL BEARINGS. 
PRINTS WITH RUBBER OR METAL SURFACE PRINTING ROLLERS 
OR PLATES OR BY THE INTAGLIO METHOD WITH PHOTO.- 
ENGRAVED OR MILLED COPPER ROLLERS. STEAM HEATED DRY- 
ING CYLINDERS. 


THE DUO ALL-PURPOSE MACHINE IS 
AVAILABLE FOR INSPECTION OR TRIALS 


The PRINTCOTE COMPANY 


111 Fifth Avenue New York City 
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COAT ONE SIDE 6 ONE SIDE—SAME COLOR 
PRINT BOTH SIDES PRINT THE OTHER BOTH ATTACHMENTS COATING 


YOU HAVE ALL MACHINES 






TWO LETTERS 
that speak for 


themselves 





Two of the largest food marketers in 







. . . a 2 6 t 
the country ... firms confronted with fives, Yong aber Lay, 
Rae ; tez> “he 0 9) PF0d7, Tone 
utterly different packaging problems... paitt dag” Yaa, Peet o Aare 4g, Sbous leas, for y 
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find their solutions in the same plant Cup CG F oy, tomang itty, Pera, ® 
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where package-wise executives are 





backed by the finest equipment and 






facilities in label and wrap making. 
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Perhaps recently com- 
pleted jobs may suggest to you 
that your package and business 
might profit by an interview 
with a Muirson executive. Why 
not communicate with the near- 
est of our “coast to coast” 


plants? No obligation. 





,  MUIRSON-LABEL:CO™ 


RANGE J 
BROOKLYN-N-Y * PEORIA-ILL * SANJOSE:CALIF « 
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clamoring for attention in the field of beauty, 
charm and personality. To hold the center 
of the spotlight, a package must be versatile. 
It must adapt itself to a legion of products 
entirely different in nature and appearance, 
Kimble Glass Vials . . . available for scores 
of varied closures, from corks to screw caps, 
shaker tops to droppers, slip caps to appli- 
cator rods ... are versatile enough to win 
and hold the approval of America’s outstand- 
ing packagers of drugs, proprietaries, per- 
fumes, candies, chemicals, foods and oils. 


K 





6: goes the show of attractive containers 
... the big parade of modern packages, all 








Light in weight, lustrous in finish, retempered and strain-free, 


Kimble Glass Vials hold first place among smart, conven- 
ient and popular containers. They rate the choice positions 
on counters and shelves because of their ability to attract the 


eye, stimulate sales, and speed up turnover. 


Test the versatility of Kimble Vials for any or all of your 


products. Consult Kimble FIRST . . . for the sake of pack- 

















age personality and profit! 


KIMBLE GLASS COMPANY... .- VINELAND, N. J. 
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PETERS SENIOR FORMER WITH 
AUTOMATIC FEED 


PETERS MACHINERY COMPANY 


General Offices and Factory 4700 RAVENSWOOD AVE. 
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no machine has bettered 
the performance records 


of 
PETERS 


CARTON FORMERS AND 
CARTON CLOSERS 


When installations can stand unchallenged for five, ten, even 
fifteen years (and produce savings, year after year, for its users) 
that is a real mechanical accomplishment. Yet that is precisely 
what numerous Peters Carton Forming and Closing Installations 
have done, in plants throughout the country. In a single plant, a 
Peters Senior Forming and Lining Machine, with Automatic Feed, 
working in tandem with a Peters Senior Folding and Closing 
Machine, has produced savings figured at over seven thousand 
dollars a year over old methods... year after year! 


Today's models of these great machines embody many mechan- 
ical improvements that increase their past splendid efficiency. 
Think of it! You can save hundreds of feet of floor space, release 
the labor of ten to fourteen persons for more productive work, gain 
faster production, reduce storage and stock room, cut upkeep and 
produce better work, with these machines. They are so efficient 
they may be worked as few as ten hours a week and still pro- 
duce pronounced savings. Write us for full information. 
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Why Should 7 Push YOUR Product ? 


@ “Man, I’ve got nearly two thousand different prod- 
ucts in this store. Now you tell me why I should push 
yours. 

“Because it’s well advertised ? So are half the others. 
Because you're going to give me a nice display card? 
The storeroom’s full of em now. And I get plenty of 
free goods offers too. 

“Listen —I don’t care whose product I sell and I 
can’t see that yours is going to make me more money 
than anyone else’s. So— why should I push it?” 

Doesn’t this sound familiar? It’s an old story to 
your salesmen. 

But there’s a way to get around a dealer like this. 
Give your product such display value that he profits 
by keeping it out in plain sight. Give it a package 
that makes people ask about it, reach for it, day it. 


He'll recognize the value of such a package, and he'll 
want to take advantage of it. 

A Package by Ritchie is a real talking point, real 
selling ammunition. For in a Package by Ritchie, 
dealers see a promise of consumer demand that means 
sales for them — and that means sales for you. 


WRITE FOR THIS BOOKLET 
It will give you a new appreciation of 
modern packaging ... and new ideas 
on point of sale merchandising. It dis- 


cusses clearly the developments and trends 





in package design. Describes the Ritchie 





organization in detail, and tells you how 


to make use of Ritchie’s unusual design- 





ing facilities. Send for your free copy. 


W. C. RITCHIE AND COMPANY 8849 BALTIMORE AVENUE CHICAGO 


NEW YORK PHILADELPHIA DETROIT CINCINNATI 


LOS ANGELES 


ST. LOUIS MINNEAPOLIS FT. WAYNE 
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ABSOLUTELY 
AND 
WITHOUT QUESTION 

THE FINEST, MOST ECONOMICAL 

CAP EVER PRODUCED 








ALL COLORS 
Plain, Lithographed 
and Embossed 







No double closure ever produced by anyone anywhere can possibly compete in 
quality or price with 


THE KEP-ARK AUTOCHROME CAP 


Entirely new construction and advanced methods of manufacture create absolute 
perfection along with great savings in labor and material. This saving is passed 
along to our customers: in quotations of TWENTY TO THIRTY PER CENT DIS- 
COUNTS FROM REGULAR STANDARD PRICES. 


EP-ARK 


INC 
BOSTON, MASS. 
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for Better Performance 
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IN THE WHEATENA PLANT 


Case Packers—Conveyers—Case Sealers 





STANDARD-KNAPP DESIGN AND 
CONSTRUCTION THROUGHOUT! 


Standard-Knapp case packers, case sealers and conveyers are "Champions" by 
every standard of measurement. In plant after plant they have won the accept- 
ance and enthusiastic praise of packaging engineers for their Championship 
stamina, their Championship performance, speed and quality of work. And 
because leaders know a winner when they see one, you'll find Standard-Knapp 
equipment in most of the important plants . . . . the Wheatena installation, 
here pictured, being a typical one. 


STANDARD-KNAPP CORPORATION 7 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 








43-27 33rd Street 
LONG ISLAND CITY, N. Y. CHICAGO CLEVELAND SEATTLE 


420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 
LONDON, ENGLAND 


208 W. Washington Street 1001 Society for Sav. Bldg. 909 Western Ave. 


LOS ANGELES SAN FRANCISCO 
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CONSUMER BAIT 


li the sale of your product needs 
‘*npepping up’’, why not put the 
job up to a more effective container ? 


As designers and manufacturers we can 
create for you a smart carton, label and 
display which will attract necessary 
interest and attain the results you seek — 
more sales. 





CREATIVE STYLISTS AND 
MANUFACTURERS OF FOLDING 
CARTONS, COUNTER AND 
WINDOW DISPLAYS 


SPECIALISTS IN 
CELLULOSE WINDOW CARTONS 











MAIL THIS COUPON 


Lb 








! BROOKS & PORTER, Inc. 
304 Hudson St., New York, N. Y. 


b ! Please tell us how we can best improve 
i @) @) & p @) ha e ha our cartons, labels and displays. 
104 HUDSON STREET, | NEWYORK DD Serricicct NAME. 

pe ADDRESS..... 
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... ANOTHER REASON FOR BUYING 





CAPS rrom OWENS-ILLINOIS 












CASEAL 


The renowned double- 
shell metal cap which 
has contributed to the 
appearance and sales 
power of millions of 
packages. Wide range 
of colors. Decorated or 







plain. 
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* A PA C | T ‘.. meet promptly and efficiently the requirements 


of any customer is one of the many advantages you have when you rely on 





Owens-Illinois for caps as well as containers. Not only is the new Closure 
Service plant adequately equipped to meet sudden exceptional demands, 
but it provides those ideal conditions of lighting, space and air conducive 
to finest workmanship. In the above photograph of a small section of this 
modern plant are shown two of the 90-foot thermostatically controlled ovens 
which bake lithographic designs onto metal. All fumes from these ovens are 
removed by blower fans to assure safe and healthful air conditions for work- 
ers. Obtain further information about our complete line of closures from 
any branch of Owens-Illinois Glass Company, or write The Closure Service 
Company, Toledo, the cap-manufacturing subsidiary of Owens-Illinois. 
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BRESKIN AND CHARLTON PUBLISHING CORPORATION 
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Applying the “unit method” in packaging 


OW should one go about packaging a cereal? The 

answer to such a question might appear to be a 
simple one. Oh, yes, you say, one must protect the 
product, make the package convenient for use, design 
a label that will attract attention and build consistent 
sales, provide equipment so arranged that efficient oper- 
ations can be maintained. It’s no different from any 
other packaging problem, possibly it’s simpler than 
most, you aver. To which we reply, “All right, go ahead 
and try it some time.” However we venture the thought 
that you will learn plenty before you arrive at that 
stage of satisfaction which records a complete syn- 
chronization of operation and all desirable features of 
the package. 

But it has been done—this complete synchronization 
—and it is being done. We state this in past and pres- 
ent form because even before certain innovations made 
the plant under discussion one of the most modern 















Units comprising the high speed (60 per minute) packaging 
line at the Wheatena plant. This line is shown at left on 
the floor plan illustrated on page 46. The other three lines 


of its time, the management had adopted, and has con- 
sistently maintained, a progressive attitude towards its 
packaging problems. That there could be no toleration 
of obsolescence or inefficiency in equipment or opera- 
tion was established as a cardinal rule. 

It may be remarked in passing, that often an attitude 
of this sort promotes, at some point or other, a smug- 
ness which ultimately leads to an indifference to aggres- 
siveness—an unwillingness to accept improvement. But 
at the packaging plant of The Wheatena Corporation 
at Rahway, N. J., one obtains no such impression. One 
immediately senses that here is a complete production 
unit, fully geared to perform its job in conformance 
with present-day ideas and to accept improvements as 
they may be developed. 

Let’s look at the package itself. Some designer-artist 
may tell us that the wrapping should be changed—more 
modern perhaps, a different color combination, or a 


operate at 30 per minute 
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rearrangement of elements? But Wheatena has been on 
the market for some time; it requires no flare of intro- 
duction such as might be needed by a heretofore un- 
known, and perhaps inferior, product—its quality and 
the recognition which goes with quality is established, 
and the present wrap, which represents but one change 
from the original, is both conservative and good. Visi- 
bility, for the combination of white, blue and yellow 
offers good shelf value; simplicity, for there is a total 
absence of gingerbread and fol de rol, of which we find 
too much cluttering up the store shelves and counters. 
As to the soundness of such selection, one can point to 
the fact that the Wheatena package has had several 
imitators which have come and gone. 

Protectability. From the inside out, there has been 
no sparing of effort to insure cleanliness and goodness 
of product. First the glassine bag liner, insuring full 
retention of flavor. Then the carton-board shell with 
its rigidity, and, over all, the tight wrap which pre- 
vents against infestation and the entrance of other 
deleterious agencies that affect the product. 

A further innovation places the package on the pre- 
ferred list of the housewife. For years she has rebelled 
against the package which to begin with, defied an easy 
opening. And a still further objection arose when, after 
finally opening the package, there was no way of re- 
closure, with the result that the open flaps were either 
pulled off or were of no use in keeping the product 
covered. A tuck-in re-closure flap on the Wheatena 
package now overcomes the latter objection; the open- 
ing is facilitated by a designated marking on the tight 
wrap which gives exact instructions for proper open- 
ing. As far as the consumer is concerned the easy 
opening and re-closing comes at the top of the package, 
as is natural, but in the making up of this package the 
tucked or easy opening end is taken care of as a bottom 
tucking step. This is done so that the smooth, unbroken 


Upper right: Three of the four tight wrapping units. 

Complete packages from these machines are discharged 

to the main conveyor belt which carries them to the col- 

lecting device and thence to the case packer, both of which 
are shown in the lower illustration 
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surface of the inner liner is presented at the top of 
the carton when the consumer opens the package. 
The various steps by which the Wheatena package 
is formed and assembled constitute what is known as 
the “unit” method. That is, each of the units in a 
complete hook-up is correctly joined with the others 
and are properly coordinated so that working togethe1 
they turn out a perfect finished package of Wheatena 
at the rate of either go or 60 packages per minute, de- 
pending on the particular type of machine employed. 
As will be noted in the floor (Continued on page 85) 















































Zz roads lead to the point-of-sale. All sales effort 
culminates in the final movement of merchandise 
into the hands of the consumer or user. It is but nat- 










All roads lead to the 


BY HENRY JAY STEPHENS* 


ural then, that 


the point-of-sale as a, if not the, key consideration in 
completing the sale of any product. Obviously, dead, 
dormant or slow-moving stocks do not beget re-orders 


from retailers. 


Dealer cooperation in promoting the retail sale of 
single products or lines of products—cooperation which 
depends largely upon the dealer's initiative—is, with 
few notable exceptions, largely a fallacy. This is par- 
with sources of retail distribution whose 
business requires the handling of large and varied stocks 


ticularly true 


of many items, 


drug and department stores. 
There is, however, an all-important distinction be- 
tween an effort for dealer cooperation which depends 
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This display for use on counter or in window. 
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A set of seven window stick 
ers in appropriate colors an 
designs for featuring all c 
any of a full line of branc 
marked canned fruits 
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increasing attention is being given to 






































such as are to be found in grocery, 




























pleasing design a foot of natural 
is motivated against a buffer in constant 
cardboard background permits periodical 



























x display with two side cards. In the shadow 
ing wool is placed, giving a realistic impres- 
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upon dealer initiative—and one that provides means 
which make the cooperation automatic, placing no im- 
possible or sustained burden upon the dealer’s time and 
attention. In estimating the strength of his sales-position 
the manufacturer is on safer, surer, and more conserva- 
tive ground if he regards his sources of retail distribu- 
tion as places where his product is “bought” rathe: 
than “sold.” If his operations relating to the movement 
of his product into ultimate consumption are based 
upon that premise, dealer cooperation which does pro- 
ject his product to the consumer can be secured. 
Point-of-sale displays are in this respect an important 
consideration—displays which are well planned, well 
produced and well distributed. They are more than a 
bid for public favor, more than general advertising. 
They are, or should be, a specific urge for the purchase 
and use of the products they feature. That is their func- 
tion. Starting with the base requirement that it must 
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SHERWIN-WILLIAMS 
PAINTS 





A shadow box display. Set in the box is a 
can from which a continuous stream of 
natural-shape 
papier-mache globe. This is a replica of 
the company trade-mark which this display 


paint flows down over a 


brings to life with motion 
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be widely usable by the retail trade for which it is in- 
tended, under the many and varying store conditions 
that prevail, the display to be effective in its function 
must embody a definite retail-selling technique. 
True, all advertising is pointed toward sales. But 
displays, located at the retail outlet—the final link of 
the whole selling chain—in a manner of speaking repre- 
sent the final opportunity to consummate the retail sale. 
Therefore they must be sharply pointed to that end; 
they must, in fact, be the spearhead of the entire cam- 
paign to convert the consumer to the use of the product. 
With a proper regard for any auxiliary purposes to be 
accomplished by the display (Continued on page 94) 
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Above: a two-plane lithographed dis- 
play. The figure of the girl sets in back 
; of the reproduction of the cut-away sec 
‘ tion of tire. The three small cartoon 
figures call attention to three specific 
selling features of the tire. Left: Chev- 
: rolet brake display of cardboard, wood 
and metal. The wheel is actual size and 
the balance of the display is in propor- 
tion. The simple operating mechanism 
is motivated by electric current. The 
whee! spins, the red light flashes on 
the brake pedal goes down, the brake 
expands and the wheel stops; the 
green light flashes, the wheel again 
spins and the action repeats 
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Cigarette “ads” feature package change 


N theory any new method of improving a package, any 

new packaging material or attachment, should win 
public acceptance by virtue of the advantages offered to 
the user without what might be termed “artificial respira- 
tion.” In practice it is just as necessary to explain and 
“sell” a package improvement as it is to educate the 
public to an acceptance of a product change or improve- 
ment. Thus, advertising and packaging have become 
inseparably linked and every wide-awake advertising 
man uses the advantages of his package as selling points 
just as much as he does the advantages of the product 
which his company manufactures. 

At times, in fact, the advertising campaign can be so 
effectively built around a package change that one begins 
to question which came first—the copy angle or the pack- 
age idea. Certainly, the effectiveness with which the “Big 
Four” cigarette producers advertised the advantages of 
transparent cellulose, when they adopted it some years 
ago, was a major contributing factor towards the adapta- 
tion of this type of material in hundreds of other in- 
stances in other fields. 

Similarly, at the present time, an advertising campaign 
of large proportions is being used by P. Lorillard and 
Company to promote the acceptance of its new ““double- 
jacket” transparent cellulose wrapping for, Old Gold 
cigarettes. The package change itself is a simple one, two 
wraps being used to achieve a claimed double-moisture 
protection. Yet, it is doubtful whether the change could 
be put over to any extent, were it not for the effective 
selling of the advantages gained through change which 
takes place in the company’s advertising. 

Consider what would happen if the change were not 
advertised at all—a contingency which, it must be ad- 
mitted, is dificult to imagine. The consumer would find 
a package which appears to be exactly like that which 
he had always used. Since the transparent cellulose is 
used in unprinted form, he would have no indication 
that more than one layer of material covered the inne1 
packet. Tearing off the outer wrap, he would find a 
second wrap underneath and would conclude that a 
slip-up had occurred in the wrapping machine. Upon 
the event of a second purchase, he might surmise that 
the double-packing intentional, without fully 
understanding its advantages. Or, on the contrary, he 
might become vastly annoyed at the nuisance of having 
to tear away two wrappings and proceed to damn the 
product with the package. 

Thus, even from a negative angle, advertising promo- 
tion of the package is clearly indicated. From a positive 
angle, the advertising makes possible the introduction 
of the advantages claimed for the new package, not only 
to present users of the product, but to all the users of 
other brands and all the non-smokers reached by the 
company’s promotional material. To these, in addition 
to the claims of the advertisements for the product itself 
-the claims for the package: extra protection, extra 
freshness, etc.—are made thoroughly clear. Since the 
improved package actually improves the product, pack- 
age advertising becomes an essential part of the cam- 
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paign and—for a time—the major portion of it. 

Fully recognizing this theory, the makers of Old 
Golds started their campaign by introducing the new 
packages with an advertisement dispensing completely 
with the pretty girls which cigarette advertisers seem to 
use when they have nothing else to talk about. This 
time they definitely had something to talk about, so Ad. 
No. 1 consists of a bold heading, “Doubly Protected,” 
followed by, “2 Jackets of Cellophane seal-in the Fresh- 
ness of the Prize Crop Tobaccos in ‘Double-Mellow’ 
Old Golds.” Then, driving the idea firmly home, are 
shown two illustrations of the package in the process 
of opening. The first is captioned “Zip off the outer jacket 
from the bottom,” while the second picture’s caption 
reads “Zip open the inner jacket from the top.” No so- 
ciety matrons, no testimonials, no bathing beauties are 
needed to tell this simple story. Instead, two pictures and 
a few words tell it instantly and completely. 

The copy below the photographs is short and to the 
point. In effect it says that the tobacco being the finest, 
the only possible improvement lay in the manner of 
preserving the quality of the cigarettes from plant to 
user. Hence the double-jacket package. While some 
may maintain that a single jacket does the job suf- 
ficiently well, that discussion is more a matter for 
scientists and laboratory technicians. As far as the pub- 
lic is concerned, two jackets will probably be thought 
better on the same theory that two blankets are thought 
warmer than one. Such being the case, the job of the 
advertising is to tell the story, tell it quickly and tell it 
plainly to the consumer. 

Ad. No. 2 continues the same policy. Under the cap- 
tion “Fresh as Front Page News,” we find a photograph 
of the two jackets on either side of a package of the 
cigarettes. Labels indicate the fact that one jacket opens 
from the bottom and the other from the top, thus 
further nailing the advantage claim. For even the non- 
engineers among cigarette smokers have discovered 
that transparent cellulose itself is seemingly completely 
airtight. They may, however, have some doubt as to 
the unfailing tightness of the seams. Hence, the cover- 
ing of the inner seams by the bottom of the outer jacket 
provides a logical visual basis for the advantage claim. 
Here, however, the claim is restricted, wisely, to the 
implication involved in the picture and the captions. 
Those who are smart enough, will get the slightly in- 
volved point. Those whose minds do not run along such 
channels will remain unconfused. Other advertisers 
might well profit by similar restraint in promoting 
complex package advantages—pushing the main and 
obvious advantages in photos, headlines and copy while 
leaving the secondary points less emphasized. So that 
those who can understand, will; while those who can’t, 
will not be confused. 

In the third advertisement of the series, the essentials 
of the campaign are continued. But, here, a significant 
change takes place. Instead of picturing the double 
wrap, a human interest angle is substituted in the form 
of a photographic reproduction (Continued on page 93) 
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These are the advertisements, numbered in the order of their ap- 
pearance, which promoted the acceptance of the new ‘‘double- 
iacket” transparent cellulose wrapping for Old Gold cigarettes 
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The materials of packaging 


This is the eleventh of a series of articles planned to better acquaint the user 
of packages and package materials with the processes by which they are pro- 
duced and the faciors that enter into their specifications and purchase. Previous 
articles have dealt with Glazed and Fancy Papers, Glass Containers, Folding 
Cartons, Aluminum Foil, Tubes and Containers, Printed Paper Bags, Set-up 
Paper Boxes, Shipping Cases and Metal and Molded Caps and Closures. 

In this article we deal with molded plastic containers. For the photographs 
herein and for the information upon which the article is based, we are indebted 
to the Boonton Molding Company. 


No. 11. 


LASTICS, or that group which is generally re- 

ferred to as molded plastics, is a material that per- 
mits the use of unusual containers, shapes very often 
impossible in anything else, yet so sturdy and perma- 
nent that re-use value goes unquestioned. Because 
molded containers protect their contents against the 
ravages of time (dust, fly specks, etc.) and are uniform 
in size and color, their advertising and merchandising 
possibilities and display value are readily appreciated. 
Consumer acceptance has already been so widespread 
that many manufacturers envision possible increases 
in dollar value of sales. This develops from the fact 
that a wide range of costs exists from a simple little 
box produced in million quantities to the metal inlaid, 
hand decorated containers particularly suited to the 
luxury trade. 

There are three distinct types of covers for molded 
containers; One, the threaded closure having a con- 
tinuous thread or a four stard thread, the latter making 
possible a seal with but a quarter turn. Two, the fric- 
tion fit cover, generally resting upon a shoulder on the 
outside of the box but occasionally designed to slip 
inside the box. Three, the hinged cover, which might 
be the metal piano-type hinge, C-type spring hinge 
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Molded plastic containers 


which permits a snap open and snap closed action, or 
the molded pin type hinge. Each has its own particular 
advantages and limitations. 

The production of a plastic container begins with 
tentative designs checked by a competent molding 
organization to insure their being molded within the 
price limit allotted to the package. At this time will be 
decided the color scheme or, as the case may be, the 
combination of plastic material with metal, glass, paper 
or wood. Then a set of models (of wood, plaster, rub- 
ber or soap) to check size and possible difficulties con- 
cerning filling, packing, shipping, display and storing 
the completed package. Experimental molds will help 
considerably in sampling, determining possible consumer 
demand and dealer acceptance and for re-checking the 
information secured through the use of models. 

It is well to note that molds originally constructed 
for molding a phenolic material do not always prove 
suitable for the molding of urea material. Both these 
materials have different shrinkage values and_par- 
ticularly is trouble likely to occur when combinations 
of the two materials are changed. For instance, a black 
phenolic box with an ivory urea cover might work out 
satisfactorily. Because of the difference in shrinkage it 
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1. Dry-storage room where drums of all sorts of mold- 
ing powders are kept ready for the presses. 2. Pre- 
forming machines where powders are formed into 
“briquets” of appropriate sizes to accommodate each 
job. 3. Section of the hydraulic press room where mold- 
ing is done. 4 Accumulator rooms where hydraulic 
pressure for the presses is maintained 


may not be possible to mold a brilliant red urea mate- 
rial for the box and have it fit the cover originally 
designed for a phenolic box. Here wall thicknesses 
should be very carefully considered, particularly on 
boxes or containers of larger size. Very thin wall sec- 
tions tend to permit the box walls to go concave with 
a very unfortunate result to the assembled package. 

However, let us presume that the molds have been 
constructed and proceed to a molding plant to see how 
the packages are actually molded. For the sake of con- 
venience, let us inspect a plant within an hour’s run 
of New York—one that uses the usual standard mold- 
ing materials. There is an advantage in dealing with 
a molding organization of this type, for one receives 
not only the cooperation of the molder but the 
tremendous facilities of the material manufacturer's 
laboratories. Molding materials are packed in go0o- 
lb. drums, samples from each having already been 
molded and checked for color, weight per cubic inch, 
flow, tensile strength, etc. by the supplier’s chemists. 
This powder, about as fine as granular sugar, is already 
dyed, stored until wanted in racks similar to those 
illustrated. These racks are an excellent example of 
this particular molder’s ingenuity for they prevent the 
accumulation of old or stale materials and the incom- 
ing drums are stored from one side of the rack and 
removed from the other side as called for by the pro- 
duction department. Before actually molding the 
powder it must be accurately weighed. It is possible to 
do this by three methods: with scales, by hand weigh- 
ing—a system suitable only for small runs or very bulky 
material; an automatic weighing machine that drops a 
pre-determined amount of powder in a paper cup, or 
by means of a pilling or pre-forming machine. IIlus- 
trated is such a machine which produces three hundred 
and fifty forms a minute. This machine shapes and 
accurately weighs the powder by a cold punching opera- 
tion. It is similar to the (Continued on page 92) 












































































Two-timing displays 


BY M. D. PENNEY” 


ET’S get off on an even footing—by ““Two-Timing 

Displays”. I am in no sense referring to displays as 
being possessed of moral turpitude or of transgressing 
from the “straight and narrow.” Rather, I refer to the 
bounden duty of displays to perform their rightful 
double mission in life: to sell the storekeeper or dealer 
on the idea of making proper use of the display, and to 
influence the consumer to purchase the product. 

That second requisite is a “natural”; all displays are 
developed with the idea in mind of convincing the con 
sumer that the particular product being eulogized, by 
picture and by copy, on that display piece is the out- 
standing product of its kind. How often, however, it is 
true that the primary and equally vital function of the 
display is overlooked or neglected. I refer to the selling 
job the display must do on the storekeeper. 

Display space is precious, and it is becoming more 
precious as advertisers realize the true value of display 
at the point-of-purchase. Your display must compete 
with many others in bidding for that much-sought-afte1 
store window, or that already overcrowded counter 01 
display table. So what? Just this! There must be some- 
thing created into the display, some particular phase or 
characteristic, that will win the dealer’s cooperation to 
the extent of providing prominent display space for your 


Department he Forbes Lithograph Manufactur 





Take 


display. There are a number of ways in which this may 
be accomplished. 

Sometimes the beauty of the display subject is so over- 
powering that its use is a foregone conclusion. Then 
again, the subject may have humor or human interest 
to the extent that its use is assured. Or, the idea presented 
by the display or the manner in which the idea is 
presented may be so unusual, so unique or so startling 
that no storekeeper can miss the sure-fire sales-building 
possibilities of the display piece. Ah! But there is still 
another attack—one that will not be quite so obvious 
to the dealer and, for that reason, may be correspond 
ingly more effective. 

This attack is perhaps best set forth in the illustra 
tions of the Alka-Seltzer Christmas display and_ the 
Sherwin-Williams display. The Alka-Seltzer Christmas 
display was designed to do a specific job—to help the 
dealer move his line of Christmas goods. What dealei 
isn’t vitally interested in having beautifully litho- 
graphed display material that will help him dress his 
windows for Christmas—or for any other seasonal 
activity, for that matter—particularly when that display 
material is so conceived and executed that it specifically 
presents his whole line of seasonal products? And, of 
interest to the advertiser, this display piece got promi- 
nent display of the name Alka-Seltzer in the store 
windows during a period when drug sundries usually 


Alka Seltzer 


have a joyous 


Holiday Season 


Listen to it 
a Fizz : 
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A smart idea in merchandising lithographed in eight printings. A display designed to offer the dealer Christmas 
display material to use in conjunction with his window dressings of special Christmas lines. And, of course, Alka- 


Seltzer climbs into the window, too, during a period when it might be pushed aside by the special gift lines. 


Photo by courtesy of Forbes 
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Provides lasting Home Beauty 
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SHERWIN-WILLIAMS PAINTS 


The seven illustrations of the Sherwin-Williams Paints displays show 

a powerful, complete and all-embracing display program. Each one 

of these comprising twenty-nine pieces in all, features different Sher- 

a win-Williams products. The metal frame was especially designed and 
WM WAM s Pars constructed to accommodate a series of lithographed cardboard dis 
plays having units of varying sizes. They tell a story of character 

quality and service in window displays. Photos by courtesy of Forbes 

Lithograph Mfg. Co. 


have to take a back seat for holiday season items. 

The story of the Sherwin-Williams display program 
is equally interesting and to the point. Here we have 
a program entailing the distribution of seven complete 
lithographed displays (twenty-nine pieces in all), to- 
gether with a metal display frame especially designed to 
transport all seven displays and then to properly pre- 
sent the various units of each of the seven displays at 
different times. 

Each of the seven displays tells its own particular 
story in an interesting and convincing manner, stress- 
ing the specific appeal applying to the product being 
advertised. The display frame, however, is the real 
foundation that illustrates the point I am making. The 
frame is of metal, of substantial size, and has slots and 
sliding wings which can be adapted to hold extra pieces 
and side display pieces of varying sizes and shapes. Pro- 
vision is made for the insertion of electric lights to add 
life and interest to the various display units as they are 
presented to the public. 

Covered with black enamel on which appears the 
S-W trademark in color (“Cover the Earth”) and the 
phrase, “It costs less to use Sherwin-Williams Paints,” 
the frame is exclusively a Sherwin-Williams permanent 
display piece. Its size and its high grade appearance 
assure not only its immediate use in the window but 
also its continuous use throughout the entire display 
program. 

These specific illustrations point out just two ways 
that may be employed to (Continued on page 89) 
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The All-America winners go visiting 


HE Traveling Exhibits are one of the most interest- 

ing features of each annual All-America Package 
Competition. They present an opportunity for many 
cities and organizations in various parts of the country 
to look over the year’s best packages; they run up into 
the millions the total number of people who see the All- 
America winners. 

This is how the plan works: A number of complete 
sets of the award winners are routed from city to city, 
being available to worthy organizations upon request. 
There is no charge (except payment of actual transporta- 
tion). This year the list of cities booked, and the 
enthusiasm inspired by the appearance of the All-Amer- 
ica winners, has been even greater than in previous years. 

Completely blanketing America from coast to coast 
(and also with two sets in England and one in Australia) 
the All-America winners have a detailed itinerary. 

In Boston (Mass.), Storrs & Bement Company, a large 
wholesale paper house, did an outstanding job and will 


n the world’s outstanding building (the R.C.A. 
building Radio City, New York) are the world’s out- 
standing packages for the current year—the 4] winners in 

the 1935 All-America Package Competition 


Displaye 
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be covered in more complete form in our next issue. 

In Chicago (Ill.), Marshall Field & Company, leading 
department store, found the All-America of wide public 
interest when displayed in their store. 

Next are universities and schools—Harvard, Michigan 
University, University of Pennsylvania, University of 
Akron, University of Cincinnati, University of ‘Texas. 

Advertising clubs all over the country are interested 
in the All-America traveling exhibits, aided by the 
efforts of Miss Helen Holby of the Advertising Federa- 
tion of America with headquarters in New York. 

Ramsey Oppenheim, editor and publisher of Western 
Advertising, showed one of the exhibits for several weeks 
in San Francisco. 

Vancouver, British Columbia, is one of the stops sched- 
uled for Canada—with Torento and Montreal still 
tentative. 

Shelf Appeal and Packaging Review were in charge of 
the two exhibits sent to England; John Sands, Ltd. in 
Sydney, Australia. More along this line will be related 
in succeeding issues. 























To obtain definite legibility: clean block let- 

tering and simple design. To distinguish 

different types of cheese spread: a different 

color scheme was used for each container. 

Produced for Blue Moon Cheese Company 

by Mono-Service Company and designed 
by August R. Schnitzler 


Cadet razor sets are sold exclusively in all 
the F. W. Woolworth Stores. Razor and 
blade are manufactured by Conrad Razor 
Blade Co. who also designed the boxes. 
Foil labels are by Reynolds Metals Co.; 
boxes by Imperial Paper Box Co. Attleboro 
Manufacturing Co. molded the handles and 
razor guards 


The new packages for Houbigant’s Gar- 
denia face powder have been as enthusi- 
astically acclaimed as the perfume itself. 
The new boxes (the round only being 
shown) are covered with black gloss paper 
with an embossed gardenia on the cover 


A fan shaped ivory glazed satin-paper box 
is the means by which Germaine Monteil, 
famous French couturiere, features her com- 
plete line of essential products for home 
treatment. The box was designed by Lylian 
Bell and is manufactured by Perfumers & 
Jewelers Box Co. T. C. Wheaton Co. fur- 


nished the bottles; Armstrong Cork Products 
Co. supplied the caps 
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Smartly decorated safedge tumblers are 
used for its W-P salad dressing by the 
Waples-Platter Company. Decorations in 
blue, red, yellow and green have great 
attention value, identify product, and give 
such distinctive character to the container 
that housewives re-order the same brand 
many times 


Peter Paul, candy maker, launches a new 
series of talks to retailers, using the label of 
its Mounds package as a medium. Last 
fall, Peter Paul originated this idea with a 
series of cartoon strips illustrating the bene- 
fits to be derived by the retailer in following 
sound merchandising principles 


A new manicure set by Christy, Inc., 
packed in a molded box recently appeared 
on the market. The compactness of the unit 
makes it especially suitable for a travel 
package, since it weighs only one-fifth as 
much as metal. Molded of Durez by Norton 
Laboratories, Inc. 


‘ 


A bottle that can be tipped on its side when 
the ink gets low is the feature of the new 
2-0z. ‘'Tip-Fill’’ bottle being introduced this 
Spring by L. E. Waterman Company. This, 
together with an extra-wide neck, permits 
easy access to the ink even when the bottle 
is almost empty. Important, too, is the fact 
that the metal screw-cap is easy to remove 
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The packaging of table cloths and napkins 
is far from general practice. But Rosemary, 
Incorporated, has adopted a smart, new 
package (a paper box printed in silver and 
blue on white—the band around the goods 
is in blue and silver) which makes its cloths 
identifiable at a glance. The package is a 
definite part of a modern merchandising 
plan that promises successful results. The 
box was designed and the plan developed 
by The Lavenson Bureau 


The six molded plastic ring boxes, devel- 
oped by The Warner Jewelry Case Co., 
come from two sets of dies, but an inter- 
changeability of colors and linings lends 


considerable variety to the line. The boxes 
are molded of Durez by Norton Labora- 
tories, Inc., some with light-colored tops, 
and require no shiny metal liner clips 
which cornpete with the brilliancy of the 
rings when the boxes are opened 


B. T. Babbitt, Inc. made the selection of its 
new package for Bab-O from 35 designs 
submitted. In the design arrangement the 
name Bab-O was to be emphasized. The 
trademark had to be used. The tile effect 
background behind the trademark was 
used to associate it with the cleanliness of 
tiled kitchens and bath rooms 
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@ After all the care in preparation, as well as the expense and 
sales effort of getting your product to market, who does the talk- 
ing for you at the point of sale? Nine times out of ten the only 
word spoken for your product at the retail counter is by that invis- 
ible salesman—effective glass packaging! He’s fighting for your interests constantly 
at the vital spot where your initial sales are made. See that he attracts by his pleasing 
smartness and obvious convenience. See that he delivers a convincing message of su- 
perior quality. You can be sure that he will if you place all problems of containers, 
closures, label and carton design as well as shipping cases in the competent care of 


the Complete Packaging Service offered by Owens-Illinois Glass Company, Toledo, O. 


OWENS -ILLINOIS 
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All nine pieces of the Heisey berry set are 
safely packed in a substantial corrugated 
box with interior packing. The small boxes 
are packed in larger boxes and shipped to 
the stores who, in turn, sell from sample 
and ship the sets in the original factory 
package. Designed by The Hinde & Dauch 
Paper Co., this box appeals to the manu- 
facturer because he knows his merchandise 
will arrive at its final destination in the very 
best condition; to department store buyers 
because the product is convenient to stock 


The Dow Chemical Company has com- 
pletely redesigned its line of insecticide 
packages. Illustrations show both the new 
(above) and the old. All packages carry 
the same airbrush treatment design. A 
change of color for each package makes 
product identification easy. The new de- 
signs were originated and produced by 
The Fred M. Randall Company 


Bottle, label, cap and re-shipping carton 
used by Fabrica Nacional de Licores, for 
its Ron Cocori (Costa Rica) rum were de- 
signed by the Packaging Research Division 
of Owens-Illinois Glass Co. The central fig- 
ure is a reproduction from an original oil 
painting of Chief Cocori while other decora- 
tions incorporate symbols of his tribe 
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The four Taylor wine packages demon- 
strate how distinction may be achieved 
while retaining the advantages of ‘family 
resemblance.” These are bottled in similar 
containers supplied by the Owens-Illinois 
Glass Company; labels have the charac- 
teristics of simplicity and legibility, yet 
each is highly individualized. Color com- 
binations have been chosen to harmonize 
or contrast with the color of the product 


The Bronze Pak package, designed and 
used by the Premier Chemical Corporation 
is in every sense a combination package. 
Three component parts are securely sealed 
together to make the Bronze Pak—a bottle 
for liquid, a bottle for the powder, and the 
mixing dish, each of which is shown in the 
illustration together with the assembled 
package. Bottles are made by Knox Glass 
Associates, Inc.; mixing bowl by Sterling 
Seal Co., corks and secondary seals by 
Armstrong Cork Company 


An actual tooth brush, taken out of its 
package and attached to the copy panel 
of this combination shipping and counter 
display makes this a real ‘’demonstrator’”’ 
of the special 2-row feature on the counter. 
Display is designed and produced by 
Einson-Freeman Co., Inc. 
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A chromium tube with a black hardwood 
base, chromium hooks and a _ copper 
plaque form the distinctive display fixture 
which features the new chromium piated 
copper skillets of Revere Copper and 
Brass Incorporated. The display won't hide 
other merchandise and really invites cus- 
tomers to buy skillets. The display was en- 
tirely designed and built by the company 


Wyandotte cleanser is “going to town” in 

a big way in this patented open display 

basket produced by The Forbes Lithograph 

Company. The J. B. Ford Company reports 

that these baskets are being received with 

enthusiasm by its sales organization and 
by dealers 


A new dispenser display for Polly Wads 
dramatizes a new method of polishing sil- 
verware, glass and metal surfaces. The 
cover of the container folds back to form 
an effective ‘‘poster’’ panel. The problem of 
keeping display neat-looking, after a few 
packages have been sold, is eliminated by 
introducing rigid partitions, while the cut- 
away front allows for complete display of 
the package design. This container also 
serves as a practical shipping vehicle. The 
“triple-ccompartment”’ is patented and pro- 
duced by Einson-Freeman Co. Inc. 
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BY WILLIAM LONGYEAR* 


66 HERE are a hundred years of experience 

in the development of our new label.” 
These are the exact words of Arthur P. Wil- 
liams, president of the oldest wholesale grocers 
in America. Perhaps the firm is better known 
by its famous brand name, Royal Scarlet. 

The history of the R. C. Williams Company 
is the history of packaging and packaged foods 
in America. ‘They were the first to introduce 
tinned food to the retail grocers. In 1811 
when DeWitt Clinton was mayor of New York 
City and Robert Fulton was a commissioner 
controlling the navigation on the Hudson 
River, R. S. Williams and John Mott or- 
ganized the first wholesale grocery business in 
the New World. It was indeed a new world 
then. New York City boasted a population of 
17,500, second to Philadelphia in numbers. 
An extensive business and residential district 
extended from quaint Bowling Green to 
Canal Street. North of Canal Street was a vast 
region of farm country. The present city hall 
was the most beautiful and imposing building 
in America. Merchants who smoked 
during business hours were refused 
credit at the bank. 

The package at the time was rep- 
resented by the molasses barrel, the 
butter cask, the bale and stout chest- 
like boxes. The paper bag of the day 
was a cornucopia, rolled from a 
piece of paper by the merchant at 
the moment of sale. Our common 
paper bag was not invented until 
about 1864. 

In that century and a quarter past, 
down on Fly Market St. (now Ful- 
ton) the first proprietary brand of 
food was being born by Williams & 
Mott. At the time cities were small 
and easily (Continued on page 91) 








"Department of advertising and package de 
sign, Pratt Institute 


Time marches on for labels 






















R. C. Williams, the oldest whole- 
sale grocer in America, presents 
Royal Scarlet in a modernized, more 
striking label. Thirty years ago the 
vignette was out of favor. Today the 
trend is toward bigger and better 
vignettes and the much mentioned 
appetite appeal. The purely deco 
rative can label seems to be making 
a losing fight. The Muirson Label 
Company, long identified with the 
production of Royal Scarlet labels, 
is responsible for the design and 
manufacturing of these new labels 
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Teamed sales through mass displays 


ASS DISPLAY of merchandise has long been at- 

tributed as the natural birthright of chain stores 
in the presentation of convenience commodities to the 
consuming public. The principle of mass product dis- 
play in merchandising is in reality much older than the 
chains. Anyone who in his youth “traded” in the country 
“oeneral store’ knows that such stores embraced mass 
product display as a major effort in showing their pros- 
pects the many opportunities available in “their line.” 
Thus it can be seen that variety of offers is one of the 
benefits of mass product display. 

\ complete line of products offers the retailer an op- 
portunity for representative merchandise of uniform 
standard with a common recognition mark for various 
commodities. A complete line offers the retailer an op- 
portunity for “tandem” or teamed sales. 

Beech-Nut currently offers dealers a floor display mer- 
chandiser so constructed to meet definite display require- 
ments with maximum effectiveness. This display presents 
with a true third dimensional feeling any selection of 
the standard Beech-Nut line in a dramatic manner amply 
supported with realism. The “tray” for products in the 
foreground is large enough for excellent variety and yet 
small enough to be dignified and usable. The Beech- 
Nut girl leans invitingly forward resting her hands on 
the edges of the tray and smilingly presents the message 
and the products. The realism of the figure and its action 
is further carried out in the treatment of the back. Here 


3eech-Nut display (below) as it appears in 

; upper right, as a floor stand. The life-like 

f the back of the display is shown in the 
lower right illustration 
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the display still with a true third dimensional feeling 
presents the products in an easily acceptable manner, 
spectacularly yet dignified. 

The Beech-Nut display is so created as to serve ex- 
cellently in the window or and on the floor of the retail 
store. Used as a window display it provides a major key 
of recognition for all the products that can be grouped 
or pyramided around it. 

As a floor stand or island merchandiser it is compact 
enough to avoid interference. The coloring and treat- 
ment is such as to provide a not so silent salesman, though 
verbally inarticulate, as an assistant to the dealer. Peeal- 
ers welcome such a helper particularly when she is 
sweet enough to stand daily proximity. This material 
was produced by The Atlantic Lithograph & Printing 
Co. in collaboration with the Beech-Nut Packing Co. 
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ONSUMERS demand fresh- 
ness and full flavor in the food 
products they buy. The package 
must deliver a food product in fac- 
tory-fresh condition to earn the con- 
sumer’s approval and repeat sales. 
The cap that seals the food con- 
tainer must do a thorough job of 
protecting flavor and quality. Arm- 
strong’s Metal Caps are dependable 
food closures because they are care- 
fully made and their production 
closely supervised so that they 
meet the variations that occur in 
commercial glass containers. They 
are manufactured from carefully 
selected, high quality metal and are 
formed with a depressed sealing 
ring that presses the cap liner firmly 
against the container lip. 
Furthermore, Armstrong’s Metal 
Caps add to the eye-appeal of food 
packages. They place the finishing 
touch of design to the glass con- 
tainer and are available in gold 
lacquer finishes and a wide range of 
bright colors—or, they may be litho- 
graphed in appropriate colors with 
your own private design or trade- 
mark to harmonize with your labels. 
Let Armstrong solve your food 


closure problem. Armstrong’s lab- 
oratories will test your present 
package to determine the correct 
combination of metal cap and liner 
to give protection to your product. 





Write today, for information, 
samples, and prices. Armstrong 


Cork Products Co., Closure 
Division, 916 Arch Street, 
Lancaster, Pennsylvania. 





Armstrong’s METAL CAPS 


ARMSTRONG 


THERE’S 


IS CLOSURE HEADQUARTERS 


AN ARMSTRONG CLOSURE FOR EVERY SEALING NEED 
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Editorial opinion 


Packaging engineering 


Of more than passing interest is the information 
concerning M. I. T.’s new course in packaging engineer- 
ing as outlined briefly—and, as far as we know, for the 
first time—in our March issue. Not only does this step 
on the part of one of the foremost engineering schools 
give recognition to the importance of packaging in the 
industrial field but it also definitely points the way to 
the establishment of packaging as a scientific pursuit. 
Ihe curriculum is well-balanced, including, as it does, 
a study of basic academic and engineering subjects with 
an Opportunity for certain specialization in optional 
work for the student. 

In such a course we see an approach to the study 
and understanding of packaging which is in accord- 
ance with present-day thinking and application. The 
time was—and there still exists plenty of that sort of 
thing—when a plan of packaging was undertaken on a 
hit-or-miss basis. Each of several departments of a man- 
ufacturing business was called upon to give its say, 
and then the “plan” was thrown together with little 
cohesion. But today, with the definite place of packag- 
ing established in its relation to production, adver- 
tising, selling and distribution, the need for supervision 
and coordination is considered essential to business 
management. Successful package designers, far-sighted 
production and sales executives have already recognized 
this trend, and in meeting requirements have drawn 
from their own experience and training or obtained 
what was needed from those competent to render such 
service to the problems involved. 

The establishment of the packaging engineering 
course at M. I. ‘T. offers an excellent opportunity for 
young men who choose to enter a new profession and 
one which gives good promise. Undoubtedly the move- 
ment will be followed by other colleges and univer- 
sities, many of which already include courses in design, 
merchandising and other subjects that can be incor- 
porated as optionals, and thus provide a well-rounded 
background for packaging science and _ practice. 


Lessons from the floods 


Recent floods in various parts of the country, devas- 
tating though they were, served to bring acute attention 
to an important consideration in packaging, namely, 
the protection of products. The losses suffered by 
manufacturers and retailers will reach high figures even 
though possible salvage may prevent, in some cases, a 
total loss of wholesalers’ or dealers’ stocks. ‘These losses, 
even though they have been occasioned by unusual 
conditions, will, nevertheless, stimulate thinking along 
preventional lines—in the direction of greater protec- 
tion as afforded by containers and other packaging 
materials. This does not mean that the manufacture) 
who, say, is using paper containers will change to 
elass or tin cans or some other form of container which 
will defy—at least as far as contents are concerned— 
any deterioration of the contained product. Any such 
changes which may be made will depend almost entirely 
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on the cost of so doing in terms of efficient produc- 
tion and distribution. But no doubt there will be many 
instances which will indicate a survival of some forms 
of protective packaging over others. There should be 
an opportunity to prove, for instance, that certain 
treated papers, paperboards and similar materials, will 
stand up better than those not so treated. 

It is unfortunate, of course, that lessons of this sort 
must so often be learned at heavy expense and toll in 
human discomfort. 


Opportunity for coordinated packaging 


From opinions expressed by competent trade authori- 
ties with respect to corporate food chains, there is indi- 
cation that retailing has been becoming progressively 
less profitable and that such organizations, in order 
to maintain or increase sales, must look to private 
brand products, improved packages, and to wholesaling 
operations. 

Recently the Wall Street Journal commenting on the 
experience of the Kroger Grocery & Baking Company 
stated “Sales of its private brands are being promoted 
successfully, representing around 25 per cent of total 
dollar sales, and are showing month-to-month increases. 
More than 60 registered brands are owned and more 
will be added when justified. Private labels cover sev- 
eral hundred food and grocer-staples, about half pre- 
pared in company’s own plants, with the remainder 
contracted to outside companies, mostly vegetable and 
fruit packers.” 

Kroger possesses and operates the framework of what 
is in effect one of the country’s largest manufacturing- 
wholesale businesses: 13 bread bakeries, 13 cake bak- 
eries, three cookie and cracker bakeries, two coffee roast- 
ing plants, two dairies, two meat processing plants, two 
beverage bottling plants, a candy factory, a plant for 
processing or packaging a wide line of spices and so 
forth, and such staples as baking powder, ammonia, 
etc. The company has branch warehouses in 21 cities 
of 18 midwestern states in which it operates; each brand 
has a self-contained motor transportation unit, with 
complete executive, clerical and labor personnel. Also 
there is a subsidiary which manufactures store equip- 
ment and accessories, and another which, operating 
independently, serves the branches as produce buyer. 

Considering the scope of the foregoing operations 
as an example of the activities of food chains, it is 
not difficult to appreciate the tremendous opportunities 
for the study and coordination of packaging as con- 
ducted by such groups. Already excellent work has 
been done by such firms in the design and production 
of packages. In many cases they have been respon- 
sible for the establishing of packaging ideas that have 
been quickly taken up by independent product manu- 
facturers. A great opportunity exists for package lead- 
ership among those who can, and will, make the most 
of coordination in research, development and produc- 
tion as applied to a wide group and growing volume 
of products in various fields. 
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"PRETTY GOOD" 


WON'T DO IN 
BURT BOXES 

















Modern packages have to pass the microscope of 
public opinion. That's why packaging nowadays 


is a ceaseless search for the best. 


That's also why ‘pretty good” never gets by with 
BURT. We strive for perfection—and therehy come 


closer to attaining it than the average. 


Put your problems up to us—see what you can get 
from years of experience, unlimited resources, and 


a world of willing cooperation. 
































Babson Institute stages display exhibit 


O recognize outstanding window and store displays 

and promote a better understanding of this medium 
of advertising, the Babson Institute, of business ad- 
ministration, founded by Roger W. Babson, recently 
staged its second annual Window and Store Display Ad- 
vertising Exhibit on the Institute campus at Wellesley 
Hills, suburb of Boston. 

Initiated in 1934 by Bertrand R. Canfield, director of 
the Division of Sales and Advertising of Babson Institute, 
the exhibit is attended annually by hundreds of pro- 
ducers and users of display advertising as well as by 
consumers and students of advertising. 

Ihe exhibit is featured by special meetings addressed 
by outstanding speakers on display advertising. The 
featured speaker at this year’s show was George W. Ken- 
nison, director of window display advertising, United 
Drug Company, Boston, who discussed the window and 
store display advertising program of the Liggett and 
Rexall drug stores, illustrating his address with examples 
of Rexall display advertising. 

Those attending the exhibit are invited to choose the 
most effective displays and cast their votes for the one 
display in the various classes of lithographed cut out, 
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illuminated, motion, counter and crepe paper which best 
meets the following requirements of an effective display: 
good attention value, human interest, color, originality, 
artistic value, appeal, tie-up with other advertising 
media, construction. Displays receiving the greatest 
number of votes in each class are given honorary awards. 
The winning displays in this year’s exhibit were: 
Best window display involving the use of crepe 
paper: Coca-Cola Fountain Sales Corporation, in- 
stalled by United Display Service. Second best dis- 
play in this class: Canada Dry Ginger Ale, Inc., 
installed by its sales promotion division. 
Best individual piece of window display material: 
P. Lorillard Company, on Old Gold cigarettes, win- 
dow cards produced by Atlantic Lithographic and 
Printing Co. (shown in accompanying illustration). 
Second best display in this class: Wrigley Chewing 
Gum Company, produced by Forbes Lithograph 
Mfg. Co. 
Best motion window display to Royal Typewriter 
Company, Inc. 
Best illuminated window display: Sherwin-Williams 
Paint Company, produced by Forbes Lithograph Mfg. 
: Co. (illustrated on page 55 of this issue). 
Best illuminated and motion win- 
dow display: Motorola Corporation, 
produced by W. J. Rankin Corpora- 
tion and Strobridge Lithographing Co. 



















Seasonal window display cards (Nos. 
1, 2 and 3), used by P. Lorillard 
Yompany, which won in the Babson 
stitute exhibit. Shown also are twc 











sity: 
Fr. acs 


set: 








act 


sm 


ave 


Bu 
as 


the 


























ECONOMY AND VERSATILITY 











418 Py 
ol LUNG (Bb ey 






















The S&S Rotary Powder Filler is a speedy} 
accurate unit designed for filling face powder drums, 
small cans or canisters. It is dustless in operation. 
A conveyor removes the packages. One operator should 


average as many as 20,000 packages in an eight-hour day. 


But that is not all. This same unit may also be used 
as a moderate-speed filler for larger packages with : 
the simple removal of the rotary device. It may then ~ 


be adjusted to fill by gross weight, by packing, volume @ 







or auger, using the turns of the auger as a measuring 


device. In this way the method of filling bes suited 





to any particular package may be chose 


With the rotary device attached, for smaller pack- 






ages, the packages‘ “may” Rave a Maximum diameter, 
or width, of three inches and a minimum of one inch. 
The height may Vary from two-and-three-quarter inches 
F to one- quarter inch. Used for larger packages, weights 


up to five pounds may be accommodated. 














STOKE 


PACKAGING MACHINERY 


MITH © 


PAPER BOX MACHINERY 


Frankford, Philadelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 





























Plastic packaging advances again 


HE development of the original phenol plastics, 
about twenty years ago, arose principally as a lab- 
oratory science. It meant that a product existed without 
a clearly defined field of use. First applications were 
quite logically made in the electrical field, where other 
plastics previously had been successfully utilized. But 
the minds of plastic producers turned inevitably to- 
wards other fields and among the first of these naturally 
came packages. 
Plastics obviously were fitted for packaging purposes 
insofar as merchandising and sales appeal were con- 
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cerned, being rigid, easily shaped, of fine surface ap- 
pearance and, later, of beautiful color. At first, the 
problem of costs retarded their use. When this was 
overcome, a series of other problems, relating mostly to 
the chemical and physical (Continued on page 87) 















New molded double-shell jars ofter 
a comparative riot of available 
colors, lighter weight and lowered 
breakage as outstanding claimed 
advantages 





























THE DELICIOUS WHEAT CEREAL 
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Wheatena jam the houp 


SPECIAL Riegel liner is now found in every package of 
Wheatena — a product that established its popularity many 
years ago, and maintained this popularity through modern 

methods of selling, advertising and production. Most of the sales 
leaders in the cereal field use Riegel Papers, and the reason is 
logical for the Riegel Mills make the widest variety of packaging 
papers in the country. In addition to many standard grades, an 
endless chain of special papers are produced to fit the specific 
needs of individual manufacturers. 

This broad experience in many fields enables us to offer compre- 
hensive and unbiased advice. If you are faced by some production 
problem, bringing out a new package, dressing up an old one, or 
trying to cut your packaging costs — write for information today, 
and request our recent portfolio “Case Histories of Packaging.” 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE NEW YORK CITY 
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Lighting the way to increased sales 





N spite of improved illumination 

and all of its advantages, there 
still remains a healthy and consistent 
demand for various types of candles. 
The select dinner party, the birth- 
day celebration and many other func- 
tions would lose much of the glamor 
without the accompaniment of prop- 
erly selected candles. And—it goes 
without saying—for religious purposes 
there has never been an accepted sub- 
stitute for candles. But the problem 
of distribution, of how to successfully 
cultivate existing markets and con- 
sistently build sales, was not solved 
until the aid of the package was se- 








riously enlisted. And since that time— 
well, let’s see what has been done by | 
one concern, the Diamond Candle 
Company of Brooklyn, N. Y. | 


Its Golden Glo candles, for in- ] 
stance. A new, specially devised 
package—glued for protection and ap- 
propriately decorated—provided a con- re 
venient unit for two candles. Four of 
these packages placed in a box (they | * 
can be had in assorted colors) enables 
a “deal” to be made for anyone re- 
quiring a number or wishing to keep | 
several on hand. And, incidentally, is 
pleasing to drug stores and other out- 
lets where loose candles are discour- 
aged. Carrying this merchandising 
idea further, a display sleeve which 
incorporates an easel back and takes 
up no more room on the counter than 
the box of four packs, is provided. 

This display together with two of the 
individual packages for two candles 

are shown in the accompanying illus- 
tration. Directly below the latter are 
old and new packages for altar can- 
dles, the latter showing an improve- 
ment in design which has resulted in 
a consequential “upping” in sales 
among syndicate and chain store out- 
lets. The third group shown also illus- 
trates new design as applied to the 
packages for birthday candles. The 
actual colors of these packages may be 
seen—just take a look at the front 
cover of this issue. The latter package 
as well as the others illustrated on 
this page were produced by Brooks & 
Porter, Inc. and designed by this firm 
in cooperation with the Diamond 
Candle Company. 
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Most recent Bundling Machine Installation 
thas. B. Knox Gelatine Co. 


More and more, manufacturers of pack- 
aged products are going over to machine 
bundling—because it makes such remark- 
able savings. 

An immediate saving of at least 60% is 
made on material costs, due to the elimina- 
tion of expensive boxes. In addition, there 
is a saving of from $2,000. to $5,000. a year 
on labor, because the cartons are fed auto- 
matically to the bundler from the carton- 
ing or wrapping machines. 

Transportation costs are lowered too 
(both to your factory and out )—wrapping 
material weighs only one-third as much as 
containers. And the rolls of paper occupy 
far less storage space. 

In many instances these savings pay for 
the cost of the bundling machine in a few 
months’ time. 


« =-BJ 


E MACHINERY CO 


Over 200 Million Packages per day are wrapped on our Machines 





with Machine Bundling 


The machine bundles the packages in 
strong but inexpensive paper—in dozen or 
half dozen, or quarter dozen lots. Either 
plain or printed paper may be used, the 
machine registering the printed panels 
perfectly. It also attaches end-seals. 


How Much Will It Save You? 


If you will send us a dozen of your 
packages, we will return them to you, 
showing how our machine would bundle 
them. We will also give you cost figures to 
compare with your present costs. 


Get in touch with our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND 
LOS ANGELES MEXICO, D. F., Apartado 2303 
Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 
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H. S. Morgan is now art director of the Merchandis- 
ing Specialties Division of American Can Company. 
Plans have been under consideration for some time to 
extend the activities of the company in the design and 
manufacture of product and dealer display material, 





H. S. MORGAN 


and Mr. Morgan will supervise this work. He was 
formerly with U. S. Printing & Lithograph Company 
and at one time superintendent of its Eastern plant. 
Later he joined the creative department of Forbes 
Lithograph Manufacturing Company as assistant art 
director, and finally became art director. More recently 
Mr. Morgan was associated with Ivan B. Nordhem as 
vice-president, and later, president of Nordhem Service, 
Inc., an organization rendering cooperative advertising 
and merchandising service to wholesalers. 


[he National Premium Exposition, sponsored by 
Premium Advertising Association of America, Inc. will 
be held at the Palmer House, Chicago, IIl., May 4-8. 
Round table sessions will also be held which will be 
particularly interesting to those concerned with premium 
advertising. Howard W. Dunk, 105 Hudson St., Jersey 
City, N. J., is secretary of the association. 


Liquid Carbonic Company has moved its general 
office into the company’s new building at 3100 S. Kedzie 
Ave., Chicago, Ill. This is a completely modern struc- 
ture four stories in height and approximately a city 
block long. It is completely air conditioned and the 
ceilings throughout are of a sound-deadening material. 
The first floor will be devoted to a display room and 
local sales office; the third floor to the general executive 
office and national sales. The company plans to close its 
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Cleveland plant sometime during the summer and will 
consolidate both the Cleveland and Chicago plants in 
the one plant at Chicago. 


An exposition of paper box supplies, materials and 
manufacturing equipment will be held at The Trav- 
more, Atlantic City, N. J., May 16 to 20 in conjunction 
with the 18th annual convention of the National Paper 
Box Manufacturers Association. 

George Z. Sutton, of the Stokes & Smith Company, is 
chairman of the exposition and Harry Edwin Roden 
and Ned Roden, Jr. are managing the exhibit. Frank 
Stone, Jesse Jones Paper Box Company, is chairman ol 
the program committee; Walter P. Miller, Jr., Walter 
P. Miller Company, Inc., is chairman of the general 
convention committee and William P. Datz, Jr., Datz 
Manufacturing Co. and past president of the associa- 
tion, is chairman of the greeters’ committee. The com 
mittee in charge of the entertainment features is headed 
by Benjamin Shapiro, Royal-Pioneer Paper Box Manu- 
facturing Company. 


M. A. Maas was recently re-elected president of Maas 
& Waldstein Company, Inc., manufacturer of lacquers 
and lacquer enamels. Gustave Klinkenstein was elected 
vice-president and general manager; R. F. Magnus, 
treasurer, and B. D. Sanderson sales manager. 


Container Corporation of America, it is reported, 
will form a new company, in which it will have a con- 
trolling interest, for the production of kraft pulp and 
paperboard. The new company will build a_ sizable 
plant in the South. This step will mark the company’s 
entrance into an entirely new field for it currently 
produces neither kraft pulp nor kraft paperboard but 
does use some kraft pulp in the manufacture of jute 
board, which is purchased from Europe. In connection 
with this move, Container Corporation will also begin 
the manufacture of kraft paperboard containers, which 
it has not made heretofore. 


Francis T. Goldsborough and Elmer E. Smith have 
recently organized the firm of Goldsborough & Smith, 
with offices at 101 Park Ave., New York, to specialize in 
package design and color work. ‘The service this company 
offers will comprise origination, finished rendering, en- 
graving and color proofing. Mr. Goldsborough was for- 
merly connected with Arthur S. Allen. Mr. Smith has 
been free lancing in packaging work for several years. 


F, J. Stokes, president of the F. J. Stokes Machine 
Company, is on a six weeks’ trip through Guatemala 
and Mexico. He is accompanied by Mrs. Stokes and a 
party of friends. 

(Continued on page 86) 





























.. and eye on the ball. Just as you must keep your eye on the kind of 
package that carries your product to market. It must be distinctive in color 
and design to meet and beat modern day competition for attention. Heekin 
controls its own colors from the grinding to the mixing and the actual litho- 
graphing on metal. Heekin Colors are true—white, reds, greens, yellows— 
and the various delicate blends that are uniform on every container. Let Heekin - 
talk over your packaging problems with you. The Heekin Can Co., Cincinnati, O. 
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NEW DEVELOPMENTS IN PACKAGING 





MACHINERY, METHODS AND SUPPLIE 


All-Purpose Labeling Machine 


\ new labeling machine, designed and built by the 
New Jersey Machine Corporation, 1500 Willow Ave., 
Hoboken, N. J., created considerable interest at the re- 
cent Packaging Exposition. This is designated as the 
Midget Labelrite, Model 86-M and is the result of a 





close study of labeling requirements in every field of 
packaging. This study was preceded by the experience 
of more than 15 years in designing and building labeling 
units, and other machines used in applying adhesives 
lor the packaging and other fields. All the pertinent 
principles acquired by this background were fund- 
amentals, the development being most thorough. 

The engineers first accumulated data regarding sizes 
and shapes of the containers, largely of glass, because 
glass containers offer much greater obstacles in perfect 
labeling than any other type of container. The element 
of flat or recessed surfaces, the popular use of labels 
widely different in shapes, plain or embossed, and the 
increasing use of metal seals, or foil labels, all came under 
consideration in this research. 
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One model—the one shown at the exposition—will 
apply labels ranging in size from 14 in. square to 314 
in. square, whether of paper or metal foil, plain or em- 
bossed, and is said to apply them with precise register to 
all types of containers, glass, plastics, tin, wood or card- 
board. The machine applies a rectangular paper label 
to one side of the bottle, and a metal oval shape to the 
reverse side. While the speed of applying varies with 
conditions, the average, when maintained runs from 
go to 4o a minute. Accuracy of register is one of the 
“must” features of the machine performance. Applica- 
tion of labels into recessed surfaces, without calling for 
special glass designs to make this possible, is another, 
And _ positive control of adhesive, to prevent seepage. 
and consequent wiping of bottles, is the third big feature. 

Other models, fitted with pressure pads of special de- 
sign offer the same features for use on full round, oval 
round, or other curving surfaces of bottles. The Model 
86-M Midget Labelrite is capable of being used for hand 
feed, and for fully automatic inclusion with a produc- 
tion line, taking the bottles or other containers from 
filling and capping units, and applying labels auto- 
matically. A tandem set-up, with a simple reversing 
station between them, accomplishes application of labels 
on both sides of the container, in continuous motion, 
and with the same degree of perfection in all features, as 
on the hand-fed machine. 


Package Sticker Records Parts Stock 


Stickers attached to cartons and bearing the parts 
numbers thereof are saving much time and_ trouble 
keeping track of confusing radio replacement parts and 
aiding the jobber in deciding what to re-order, based 
on actual sales and not mere guesswork. This practice 
is becoming more commonplace in the radio trade. 
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Typical is the red sticker with a hole, attached to 
side of a carton, as shown in the accompanying illus- 
tration. ‘This sticker carries the given part number of 
the carton to which it is attached. At the time of the 
sale, the red slip is torn off the carton and placed on 
a convenient nail or hook. A glance at the accumulated 
slips indicates at any time how many items have been 
sold. When the jobber is ready to place an order for 
more exact duplicate items, he takes the slips off the 
nail or hook, and copies their numbers on his order 
form. Thus only items sold need be replaced, and the 
stock is replenished on the basis of actual demand and 
urgent need. 


Bostitch-Rapp Packaging Machine 


An investigation, conducted in the packaging field, 
during the past two or three months, has aroused a great 
deal of interesting speculation regarding a new packag- 
ing machine. ‘The Bostitch Sales Company, East Green- 
wich, R. I., sponsors of this new equipment, officially 
introduced it to the industry during the recent Packaging 
Exposition in New York. 

The Bostitch-Rapp packaging machine differs from 
other similar equipment in a number of particulars. A 
vibration feed conveys the product to the packaging 
scale, thus eliminating both mechanical conveyors and 
gravity feeds in the packaging operation. One of the 


very interesting features of the machine is the automatic 
electric control of the feeding device, which is fast and 
sensitive and results in surprising accuracy and speed in 
the weighing operation. This eliminates much of the 
expense of check-weighing and also effects a considerable 
saving in excess material, or over-weight, customarily 
allowed as a margin of safety. 

The Bostitch-Rapp packaging machine will handle 
both free-flowing and non-free-flowing dry materials, 
such as coffee, tea, sugar (granulated or powdered); 
beans, peas, rice; nutmeats, cereal, spaghetti, hard 
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VIAL + TUBE + BOTTLE - JAR 


SELECT 


Unbreakables ! 


HYCOLOID WON A “FIRST” IN THE 
1936 ALL-AMERICA AWARDS! 


Into the winning of this award go features 
that are outstanding in interest to the 
Trade. Many features that give Hycoloid 
containers distinction and appeal! Not 
merely the fact that they are unbreakable. 
Not just because they are 80% lighter than 
glass. Not simply due to beauty of color, 
offered without restriction. But because 
they are ALL inherent qualities of Hyco- 
loid; including labels as an integral part- 
of-the package... 


Hycoloids offer you more important features 
for packaging your product than any other 
form of container! Ask for samples, and see 
for yourself. 


HYGIENIC TUBE & CONTAINER CO. 
42 Avenue L, Newark, IN. J. 
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— The New BLISS — 
Power Lift 
Top Stitcher 
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Will Stitch More Boxes 
per Day at 
Lower Cost 
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Its almost entirely automatic operation enables your operator to 
titch many more containers per day than can be stitched on older 
types of Top Stitchers 

Heavy containers can be raised and stitched as rapidly and easily 

ighter containers, and with less fatique to the operator, because 


ey) 


the work table is operated by power. 
able automatically stops at right position for stitching the con 


a4 


tainer, a areat time saver. 

Table can be adjusted to neignt of your conveyor or trucks for 
transferring containers without lifting. Saves damaging of containers 
before they are sealed. 

One motor operates power lift and stitcher. 

Equipped with BLISS Heavy-Duty Stitcher Head—the fastest 
trongest and most durable Stitcher Head built. 

Let us tell you further how this new Top Stitcher will increase your 


production and lower stitching costs. 


Dexter Folder Company 


28 West 23rd Street, New York, 


Bliss, Latham and Boston Wire Stitching pane ae 
for Alu Types of Fibre Containers 
CHICAGO BOSTON ST. LOUIS 
117 W. Harrison St. 185 Summer St. 2082 Ry. Ex. Bldg. 
PHILADELPHIA CLEVELAND SAN FRANCISCO- 
Sth & Chestnut Sts. 1931 E. 61st St. LOS ANGELES-SEATTLE 
H. W. Brintnall Co. 
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candies, chocolates, small cookies; powders, tablets, dry 
chemicals; bolts, nuts, nails and screws. Non-free-flowing 
products, such as powdered sugar, can be weighed with- 
out the aid of any auger device to cause a flow. Any 
product, packaged by weight, which is not sticky, can 
be successfully handled by this machine. 

These machines are now in production and the sales 
and service will be handled by the Bostitch Sales organi- 
zation, with branches and distributors in the larger cities 
all over the country. The production of this packaging 
machine broadens the participation of Bostitch in the 
packaging field, where already so many of its line of 
staplers and wire fasteners are being used for packaging 
closures of many kinds. 


New Bag Filling Equipment 

A new semi-automatic bag opener and filler has been 
announced by the Julius Frank Machine Works, 1302 
Larrabee St., Chicago, Il., as one of the latest additions 
to a line of equipment designed to increase production 
and lower costs of packaging. This machine is con- 
structed to handle transparent cellulose, glassine, and 
wax paper bags, opening the bag, filling same to accurate 
weight and delivering it on a movable extension belt. 





Ihe equipment is said to be particularly well adapted 
for filling drink powders, but is equally suitable for fill- 
ing chocolate, nutmeats, candies, puddings, etc. 

The company has also developed a full automatic bag 
opening and filling machine which is especially designed 
for transparent cellulose and transparent paper bags. 
his is stated to have great efficiency of operation, re- 
moving a bag from the magazine by means of air suction, 
placing it in the position in which the bag is always held; 
opening, filling and straightening it and providing 
closure which can be either an eyelet, wire stitch, heat- 
seal or a glue operation. This machine has a capacity of 
fifty packages per minute, and on small, easily filled 
products can be increased to an approximate capacity 
of about one bag a second. 

This equipment is especially designed for small con- 
fection items and nutmeats, in which the weight 
tolerance is very slight. 
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Semi-automatic, for Making Tubes 


The Wrap-Ade tube machine, for making tubes of 
transparent cellulose and other papers, is a semi-auto- 
matic machine with which, it is stated, one operator 
can turn out from 35 to 45 tubes per minute. The 
material is taken from a roll and sealed into a tube 
on the machine, the tubes being delivered from the 
machine so that they are practically cylindrical in 
shape, facilitating the tube loading operation. 

The maximum width tube that the standard machine 
will make is 314 in. flat, and tubes of any length can 
be made. Adjustments of the machine, to make differ- 
ent size tubes, can be made by the machine operator. 

This machine was developed because other tube 
making machines on the market are automatic, high 
speed machines and oftentimes too expensive for a 
small plant. The Wrap-Ade tube machine, being semi- 
automatic, requires little mechanical attention. To this 
tube machine can be added a crimping device which 
will seal one end, thereby making a bag. The tube 
machine is manufactured and sold by the Wrap-Ade 
Machine Co., Inc., 215 Central Ave., Newark, N. J. 


Assists Customers in Flooded Areas 


In an effort to assist its customers in flooded areas 
to “start the wheels moving again,” the National Ad- 
hesives Corporation sent out a general letter offering 
to test samples of its adhesives which had been sub- 
merged, to see whether they were still usable. A large 
number of such samples were received, most of which 
showed the materials to be still in good condition, 
despite their immersion. 

As the flooded plants resumed their activities, Na- 
tional Adhesives received a number of rush orders for 
replacement of adhesives which had been seriously 
damaged or carried away by floods. Since the washing- 
out of many bridges and tracks was delaying freight 
shipments in some districts, the company’s traffic de- 
partment was kept busy checking the quickest methods 
of making deliveries. Trucks, express, and parcel post 
were called upon to carry temporary supplies to the 
affected areas until the regular freight schedules were 
back to normal. 


Confectionery Industries Exposition 


The Thirteenth Annual Confectionery Industries 
Exposition sponsored by the National Confectioners’ 
\ssociation will be held at the Hotel Waldorf-Astoria, 
New York, June 8-12. In conjunction with the expo- 
sition, the association will hold the 53rd annual con- 
vention, bringing several thousand representatives of 
the confectionery industry from all over the country. 

William F. Heide, president of Henry Heide, Inc., 
of New York City, and chairman of the General Con- 
vention Committee, in announcing the exposition 
stated it will be the largest and most complete display 
ever sponsored by the association, in number of exhibi- 
tors, in range of supplies and equipment and services 
demonstrated, and in attendance. “During the past few 
years,” Mr. Heide said, “the annual Confectionery In- 
dustries Exposition has taken on increasing importance 
and significance in the eyes of the nation’s manufac- 
turing confectioners, and I believe that this year the 














A SPECIAL OFFER FOR 


SILEX COFFEE PACKERS 


Here’s the machine for you! 


Fill and pack your small bags at 40 per minute or better 
with perfect weights. . 


Stop guesswork! Inaccuracies and slow filling mean 
profit loss. Modernize with Triangle! 


Write to-day for particulars on our 30 day trial offer. 











TRIANG ACK AGE 


MACHINERY/COMPANY 


907 No. Spaulding Ave., Chicago, Ill. 
50 Church*St.. New York + 11] Main St., San Francisco 
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HOW ABOUT A 


“SLIDE RULE 


for box quality..? 


When you purchase materials . . . as we purchase 
boxboard . . . you can set up firm standards of 
weight, finish, thickness, uniformity, ete. 


But what are your standards when you purchase 
boxes? Are you buying from habit—or personal 
favor? May we suggest a means of measuring your 
hoxmaker just as accurately as we measure our 
boxboards? Here it is 

Judge him by the number of clients 

he keeps permanently satisfied . . 

not for a year or two but for five 

years ... and ten and twenty! 
We shall be glad to send you information upon 
which to rate our standing by this scale .. . as box- 
makers and creators of distinguished merchandis- 
ing aids. 


INCORPORATED 
ROCHESTER - 5 NEW YORK 
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exposition together with the convention of the asso- 
ciation will be the foremost event in our field. It is 
now universally recognized that the exposition is no 
longer simply an incidental to the convention, but that 
it occupies an important role in its own right.” 

Owing to the unusual demand for exhibition space 
this year an area involving approximately 25 booths 
has been added to that occupied by the show in the 
Waldorf-Astoria in 1934. Exhibitors who have taken 
space to date include: American Lecithin Corp.; The 
American Sugar Refining Company; Anheuser-Busch, 
Inc.; Atlantic Gelatin Company, Inc.; California Fruit 
Growers’ Exchange; Fred S. Carver; Clinton Company; 
Confectioners’ Journal; Confectionery and Ice Cream 
World; Corn Products Sales Company; Du Pont Cello- 
phane Company, Inc.; Eppelsheimei & Co.; Harry L. 
Friend; J. W. Greer Company; Hersey Manufacturing 
Company; Imperial Wood Stick Co.; International 
Confectioner; A. Klein and Company, Inc.; J. M. Leh- 
mann Company, Inc.; Manufacturing Confectioner; 
National Equipment Company; The Nulomoline Com- 
pany; Package Machinery Company; Penick and Ford, 
Ltd.; The Pilliod Cabinet Company; Ross and Rowe, 
Inc.; F. J. Schleicher Paper Box Co.; United Chemical 
and Organic Products Co,; ‘T. C. Weygandt Company: 
White-Stokes Company. 


Applying The “Unit Method” 


(Continued from page 47) plan illustrated, there are 
four distinct lines of production, one of which delivers 
at the rate of 60 complete packages per minute; the 
other three at 30 per minute. The packaging steps may 
be described briefly as follows: 

Cartons in the flat are stacked in the reservoir ol 
an automatic carton feeder unit which opens the car- 
tons up square, one at a time, and feed them to an 
automatic bottom tucker. Here the bottom flaps (really 
the top flaps) are neatly folded and tucked in. The 
cartons then travel by conveyor to an automatic lining 
machine which takes glassine paper from a roll, cuts 
off a sheet the correct size and forms a tightly sealed 
bag which is then inserted in the carton. The carton 
now continues along the conveyor belt to the automatic 
weighing machine, where the correct amount of Wheat- 
ena is weighed net and delivered into the carton. Foun 
cartons are handled at once in this weighing machine, 
so that even though it delivers 60 packages per minute 
it is really operating at only 15 cycles per minute. 

Next, the lined, filled and weighed carton travels 
through an automatic top sealing machine which folds 
in the carton top flaps, interleaving them with the inner 
bag liner and gluing the flaps tightly. Finally, to in- 
sure maximum protection and an exceptionally strong 
package, an outer printed wrapper is glued, in the 
automatic tight wrapping unit, to the plain carton. 

The printed wrapper is of course applied so that the 
instructions for opening come at what has really been, 
up until now, the bottom of the package, and the 
Gpening is accomplished simply by inserting the thumb 
and lifting the tucked flap up. This motion breaks the 
wrapper on three edges and even now the consumer 
must be impressed that the product is well protected, 
because there remains the unbroken surface of the 
inner bag liner. 

















the four ught wrapping units to a conveyor belt and 
then delivered either to a collecting device or carried, 
on a portable conveyor, to an automatic top and bot- 
tom case sealer. In the latter instance the individual 
packages are first packed by hand in shipping cases. 
Passing from the collecting device, the packages are 
transferred by belt to the automatic case packer where 





\ischarge end of case packer, showing line of travel of packages 
from the collecting device 
they are moved, eighteen at once, into shipping cases 


and proceed by conveyor to another automatic top and 
sealer. 

Of particular interest are the collecting device and the 
automatic case packer, representing as they do a modern 
and completely automatic means of assembling and 
packing the individual packages in shipping cases, as 
contrasted with manual operations formerly employed 


bottom case 





Automatic top and bottom case sealing units 


and still used in many plants. A further evidence of the 
progressive spirit which pervades all of the operations 
at the Wheatena plant! 

Credit to the following companies for equip- 
ment and materials. Pneumatic Scale Corporation, Ltd.; 
units for carton feeding and forming, bottom tucking, 
lining, filling and weighing, top sealing and 
tight wrapping. Standard-Knapp Corporation; collect- 


goes 


carton 


ing device, automatic case packer, top and bottom case 
sealers. Robert Gair Company; cartons. Muirson Label 
Company; 


wraps. Riegel Paper Corp.; glassine paper. 





The completed packages are delivered from each of 
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THE STITCHING WIRE 
YOU USE FOR 
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% “For the ae of a nail the shoe was lost” 
is true for many things—including the stitch- 
ing wire in your corrugated and solid fibre 
shipping cases. 


The satisfactory arrival of your goods de- 
pends, to a large extent, upon the stitching 
wire you use. Be sure of perfect temper that 
assures strong, safe staples. Be sure of 
thorough galvanizing to protect both ship- 
ping case and inside packages against rust 
blemishes. 


Be sure of economy, with a 10-lb., one-piece 
coil that reduces stops for coil changes. 
You are sure with Acme Silverstitch, the 
stitching wire used by leading shippers. 


This finest of stitching wire is absolutely 
accurate in width, temper, thickness. It is 
thoroughly galvanized. Send today for a 
free sample 5-lb. coil. State size used. Test 
it yourself. Use the economical, one-piece 
10-lb. coil. 


ACME STEEL COMPANY 
GENERAL OFFICES: 2843 ARCHER AVE., CHICAGO, ILL. 
Branches and Sales Offices in Principal Cities 








STITCHING WIRE GIVES STRONGEST, SUREST JOINTS IN 
CORRUGATED AND SOLID FIBRE BOXES 
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or THE MILLER --economatie”’ 


WRAPPING MACHINE 










































IT IS: 


1. Low priced—Earns low investment quickly. 


2. Speedy—lt is very fast, also uses a minimum amount 
of wrapping material per package. 

3. Extremely flexible—Wraps packages of many sizes 
and kinds (see illustration). 

4. Quickly adjustable—Unskilled factory hand can 
make changeover from one size package to another 
in less than 5 minutes. 

5. Versatile—Wraps with transparent cellulose, such 
as “Cellophane” and “Sylphrap,” also waxed papers 
or waxed foil. 

You will PROFIT by writing today for full infor- 
mation. 






~ 


MILLER WRAPPING & 
SEALING MACHINECO. 


14 S. CLINTON STREET. CHICAGO 
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» VITAL ADVANTAGES |Plants and Personalities 


(Continued from page 78) 


Paul W. Fleischer, president of the New Jersey 
Machine Corporation, died on March 28 of a heart 
attack while on a cruise to the West Indies. Mr. 
Fleischer was born in Gera, Germany in 1878. He 
received a technical education in textiles and textile 
machinery in Germany. He came to the United States 
in 1897 and was first employed by the E. W. Bliss Co. 
of Brooklyn, working himself up from machinist, to 
foreman, to designer. He left the Bliss Co. to go to the 





PAUL W. FLEISCHER 


American Can Co. to build up that company’s own 
designing and development work. He later became 
chief engineer of American Can and it is largely due 
to his efforts and ingenuity that canning machinery is 
what it is today. It is interesting to know that some of 
the machines that Mr. Fleischer originally designed are 
still being used in the canning industry. 

Upon the death of Martin Feybusch, Mr. Fleischer 
became president of the New Jersey Machine Corpora- 
tion in 1935. He first associated himself with this com- 
pany in 1920 as vice-president. 


Wilson & Bennett Manufacturing Company an- 
nounces the promotion of J, P, (Pat) Moran to Chicago 
sales manager, and the appointment of Grant S. Smith 
as manager of food container drums. Mr. Moran has 
been associated with the company for nine years and 
is thoroughly experienced in the steel container busi- 
ness and the requirements of shippers. Mr. Smith, who 
will be in charge of the development, promotion and 
sales of steel drums and pails for food products, was 
formerly vice-president in charge of sales of the 
National Steel Barrel Company, Cleveland, O. 


The annual meeting of the Glass Container Asso- 
ciation will be held at White Sulphur Springs, West 
Va., May 6 to 8 inclusive. The tentative program is as 
follows: Wednesday, May 6, the board of directors 
meeting and Cap & Closure Division meeting; May 7, 
meeting of entire membership; May 8, Glass Division 
meeting. Entertainment will include the annual golf 
tournament the afternoon of May 7 and the banquet in 





the evening. 








m 


is 
th; 
the 
to 
me 


of 


in 

an 
tul 
ket 


to 


t1o 








Plastic Packaging Advances Again 


(Continued from page 72) reactions between plastics 
and the packaged materials, excluded these otherwise 
desirable materials from many packaging fields. 

Today, however, we find plastics widely used in the 
closure field and in many other parts of this industry. 
We find them also in the box and container field inso- 
far as re-use and gift packages are concerned, and 
achieving widening application in many other instances. 

As containers for creams and cosmetics, the use of 
plastics was somewhat limited by their tendency to 
react with the contents and to crack after absorption 
of water from the cream within. Other handicaps re- 
ported included the imparting of tastes or odors to 
the contents, and a tendency towards heavier weights 
and larger sizes than those of corresponding containers 
made of other materials. 

Most of these drawbacks have now been overcome 
by the plastic producers making containers for this mar- 
ket. Yet the drive for improvements in this field goes 
on with ever better results. Most significant of recent 
ones is the development of a double-shell, air-insulated, 
featherweight container by the Colt’s Patent Fire Arms 
Manufacturing Company. 

These containers are comprised of three parts in- 
stead of the customary two. In addition to the usual 
plastic closure, an inner and outer bowl are used to 
form the product-containing jar. For the inner bowl, a 
special material has been developed which is claimed 
to be non-hygroscopic, tasteless, odorless and non- 
fugitive and to possess greater strength than other light- 
weight plastics developed for commercial application. 

The outer bowl and cover of the new container are 
made of any of the commonly used phenolic or urea 
plastics and can be shaped to meet the design and size 
requirements of the particular user and product. 

The advantages claimed for this construction are 
manifold. First comes lighter weight, disclosed by a 
comparison of the new containers with the generally 
used opal glass jars of various sizes: 


Per cent lighter 


Size, Oz. Glass, oz. Plastic, oz. than glass 
4 1.62 54 66.6 
ly 2.07 71 65.6 

l 3-43 1.08 68.5, 
2 5-35 1.60 70.0 
3 7-02 1.79 74:5 
4 55 2.39 72.0 
8 14.90 3.83 74.0 


The average weight reduction, over the entire range, 
is seventy per cent, although it must be remembered 
that it is possible to make glass jars weighing far less than 
those cited above. However, the figures quoted apply 
to the standard types available. It should also be re- 
membered that certain advantages accrue to containers 
of greater weight. 

On the side of lighter weight are to be found savings 
in packing, transportation, handling, storage, display 
and re-use—advantages of decided appeal to manufac- 
turers producing in today’s small-margin-of-profit mar- 
kets. The lightweight construction should also operate 
to reduce losses through breakage. 

In respect to breakage, however, the type of construc- 
tion of these new containers is more important than 














SINK OR SWIM? 


APER bags and cartons made of LOTOL*-treated stock and 
sealed with LOTOL* have an unusual degree of moisture- 
resistance, toughness, and pliability. 


LOTOL* has proven itself not only a superior water-proofing 
and strengthening agent. . . . It has demonstrated its supe- 
riority as a sealing material. Unlike glue, it sets quickly, is im- 
pervious to temperature changes, and impervious to moisture. 
It creates a tenacious, permanent, even seal which cannot be 
broken without destroying the package. 

If you have not yet discovered LOTOL* for yourself, it will be 
advantageous to find out at once how it may be applied to the 
improvement of your product. Why not write to us? We can 
also supply all types of natural Latex. 


LOoTOE 


*LOTOL is our trade name for Latex in any form. 


NAUGATUCK CHEMICAL 


DIVISION OF UNITED STATES RUBBER PRODUCTS, INC. 
1790 BROADWAY NEW YORK, N. Y. 
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tapled by 
BOSTITCH 


The makers of Tech-Bilt sets, like hundreds of 
other manufacturers and suppliers of “small” 
articles, use Bostitch stapling to hold, display, and 
explain their unusual merchandise. 


Testifying to the low cost and sales-making power 
of Bostitch stapled, protected displays, their pop- 
ularity is steadily increasing. 


Whatever you make, however you may sell it, 
Bostitch can probably show you a way to improve 
its appearance or construction, reduce pilferage, 
increase display value, and augment sales appeal 
through the use of low cost, speedy stapling. Use 
coupon below. 


BOSTITCH SALES COMPANY 


56 E. Division Street East Greenwich, R. I. 


Please give us information and suggestions with 
regard to Bostitch methods of merchandise 
display and protection. 
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merely their light resultant weight. The double shell 
construction provides a degree of resiliency unobtain- 
able in solid wall types. Beyond this, shock sufficient 
to break the outer bowl will not necessarily break the 
inner container. In fact, in reported tests, only outer 
bowls have broken. This is particularly important in 
two respects: (1) Should breakage occur in shipment, 
the leaking of the contents—which occurs in the case 
of single-wall containers—will not follow. The loss is 
therefore restricted to the single broken container, all 
the rest being left uncontaminated. No labels are 
spoiled, no closures or outer wraps discolored, no car- 
tons damaged beyond repair. (2) Should breakage occur 
while the product is in use, the container may still be 
used until the contents are exhausted. While appear- 
ance is damaged, the closure still fits upon its seat on 
the inner shell and the container is still capable of 
standing erect. 

Phe attachment between inner and outer shell is ac- 
complished by purely mechanical means, no cement on 
adhesive being used. The danger of odors or contam- 
inations arising from the disintegration of such cement 
is thus eliminated. At the bottom of each inner shell, 
projecting studs extend into receptacles provided in the 
outer shell, holding both sections in a constant relation 
of position. 

Among the other innovations is a plan of construc- 
tion which makes stacking of the containers, eithet 
before or during processing or while on store shelves, 
an easy and safe procedure. The bottom of each con- 
tainer is’ recessed to fit over the top of any other con- 
tainer of the same size, thus providing a seat secure 
against any slight sidewise pressure. 

Another feature is the form of thread applied to the 
closure of the new containers. As may be seen in the 
accompanying illustration, this thread is designed to 
prevent cocking of the cap, crossing of threads, or 
loosening of the cap due to vibration, and insures an 
even downward pressure seal of a type affording maxi- 
mum protection against evaporation. 





A new type of wrapping for the Necco line. Wrapped in printed 
transparent cellulose by a Package Machinery Company 
wrapping machine. The black band at ore end of the package 
is an ‘easy-opening’”’ tape. The printed design is accurately 
located by an electric eye device on the wrapping machine 
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The Chemical Formulary 
Chemical Publishing Co. of N. Y., Inc. $6 


By insistent request Volume III of The Chemical 
Formulary has been brought out a year ahead of 
schedule. Every formula is different from those given 
in Volumes I and II. All formulas are new and show 
modern up-to-date methods as used by industry through- 
out the world. 

Each one of the nineteen chapters includes more 
modern formulas in its field than any book on the 
specific subject. It thus takes the place of nineteen books 
in the following fields: Adhesives, paints, lacquers, ete.: 
cosmetics and drugs; emulsions; farm and garden spe- 
cialties; food products; beverages and flavors; inks and 
marking compounds; leather, skins and furs; lubricants, 
oils, fats; materials of construction; paper; photogra- 
phy; plating; polishes, abrasives, etc., etc. 


Two-Timing Displays 


(Continued from page 55) provide display material 
with baited hooks that will catch the storekeeper’s 
interest and persuade him to provide frontline display 
space for the material. In both cases immediate use is 
influenced, and in one case the incentive and the means 
are provided for the setting aside of prominent perma- 
nent display space for an entire display program. 

Perhaps, now, the basis of my selection of the some- 
what facetious title to this short discourse may be ap- 
parent—and, I hope, pardoned. Displays can be ‘““Two- 
Timing”; not to use the term in its commonly accepted 
tie-up with the eternal triangle, but rather to employ 
it as a quick and terse contraction of the statement: 
Displays have two jobs to do; they must first sell the 
dealer, and then sell the consumer. 


Largest Dried Fruit Packer Redesigns Cartons 


Packers of the world’s largest tonnage of dried fruits, 
Rosenberg Bros. & Co., San Francisco, has embarked 
on a program of package modernization. No effort is 
being made to radically change the basic appearance of 
the Rosenberg packages. For added sales appeal for its 
cartons, the company employs simplified typography 
and spacing and realistic illustrations of the package 
contents, instead of symbolic flags, flowers, etc. The 
three leading brands—Ensign, Magnolia and Iris, each 
representing a distinctive quality or grade—will cover 














Each year, more and more 
alert merchandisers are us- 
ing the proven selling appeal 
of Lusteroid to spur sales 
and profits. 


Lusteroid has many ad- 
vantages in its favor. It's 
light in weight (reducing 
shipping costs) — yet it's 
cylindrical shape is strong 
and unbreakable. Its lasting 
qualities and lustrous finish 
prolong its eye-appeal and 
sales-value long after other 
packages have become dull 
and dingy. Its smooth, grain- 
less, surface is ideal for print- 
ing and, in most cases, elim- 
inates that extra cost for 
labeling. For products to 
be seen, Lusteroid is trans- 
parent—for those requiring 
protection from eyes or 
light, Lusteroid is opaque. 

When you require the un- 
usual in packaging, consult 
this organization. There's no 
obligation, of course. 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of 


THE SILLCOCKS-MILLER COMPANY 
10 PARKER AVENUE, WEST 
SOUTH ORANGE, N. J. 


APRIL 1936 89 








‘(ML Klerth! 


“These plans of the bottling plant seem all 
right, but why not call in an engineer of The 
Karl Kiefer Machine Co? Those people have 
been planning and equipping bottling plants 
for more than 35 years—they've worked with 
such concerns as Hiram Walker, Chas. H. 
Phillips Chem. Co., Plough, Bristol-Myers, 
can meet competition at a profit instead of at a Campana, Andrew Jergens, McKesson & Rob- 
loss—the difference in having the right equip- bins, Two-In-One! 
ment, properly arranged and efficiently used. “Let's get their ideas and suggestions. We may be 
overlooking several little points now that will be a 
big hindrance to economical production afterward. 





Large and small concerns use this service and 





For any problem in cleaning, Patan a mye. : 
Kiefer is familiar with all the latest equipment 


filling, closing, conveying, packag- d 
2 ad fil : : 1, P tical and methods. Incidentally, they build a darned good 
Lia a > ow sz ao ° o . e . 
ing bottles—filtering and pumping line of bottling machinery—not everything we need, 
—CALL ON KIEFER but I understand they are frank and sincere in their 


recommendations all the way through.” 


THE KARL KIEFER MACHINE CO. 


Cincinnati, Ohio 
A. J. Sterling M. C. Finn C. S. duMont ~ T. C. Kelly P. Jorgensen 


»5 Broadway, Room 1209 10 High St. Windsor House, Victoria St 222 W. Adams St. 311 California St. 
San Francisco 











New York City Boston London, England Chicago 


IT’S CLIPLESS! 








This modern method of sealing and closing collapsible tubes is a 
marked improvement over the old method of sealing with clips. 
Note the attractive finish given to end of tube by the Colton Crimp- 
ing Machine. Many production expenses are eliminated by this 
clipless closure—i. e., cost of clips, time required to replenish clip 
rolls—and maintenance expense of automatic clipping heads. Ask 
for descriptive folder. 


ARTHUR COLTON CO. eth hen 


2600 JEFFERSON AVE., EAST Tube Filling, Closing 
DETROIT MICHIGAN and Crimping Machine 
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the full line of dried fruits. All have red as their pre- 
dominant color: each is lithographed in four colors, 
and the “family relationship” of the dried fruits under 
the three brands is built up by the characteristic dishes 
in which the fruits are displayed, and their position 
on the package. The illustrations of the fruits are per- 
haps the outstanding innovation of this redesigned 
package line. Prepared by a combination of photog- 
raphy and art-work, there will be eighteen different 
pictures of prunes, raisins, dried apricots, dried peaches, 
dried pears and compote (dried mixed fruits). New, 
tested recipes, created by the California Dried Fruit 
Research Institute, appear on the side panels. 

The new packages are being lithographed by the 
Schmidt Lithograph Company; Iris and Magnolia de- 
signs are by Dwight Jennings; the Ensign design is 
based on an original sketch by Patterson & Sullivan. 
Ralph Cahn, advertising manager for Rosenberg Bros. 
& Co., is directing the redesigning program. 

Designs for grocers’ private brands, of which the 
company packs a great many, are being revised. The 
appearance on the market of the Ensign, Magnolia 
and Iris brand prune cartons (the only ones of the 
redesigned line which have been placed on sale thus 
far) has stimulated grocers selling dried fruits under 
their private brands to follow suit by having Rosen- 
berg modernize their own dried fruit cartons for them. 


Time Marches On for Labels 


(Continued from page 65) supplied with most foods 
by neighboring farmers. Canning in quantity was un- 
known and the diet of the time, relying mostly on meat 
and potatoes, did not call for the variety of out of sea- 
son foods which the corner grocer offers in cans today. 

In 1811, the year Williams was founded, a few tins 
of sea food were offered to inland trade. These sea foods 
which could not safely be transported any distance 
inland were treated as a novelty when offered in tins. 
In 1819 canned foods came to New York to stay and in 
1841 the first cannery was started in Baltimore. Quaint 
indeed would be the labels on these first packages if 
they existed today. 

The bulk foods, dried fruits, sugar, molasses, etc., in 
open barrels and cases have always suggested short 
weight, adulteration and filth collection. R. C. Williams 
recognized this fact and was one of the first wholesalers 
to package all kinds of foods as insurance for the con- 
sumer against unwholesome conditions. Long before 
the enactment of the present Pure Food Laws the well 





BECK AUTOMATIC 
ROLL SHEET CUTTER 


For Large Rolls in Quantity Production 


For Cellophane, Wrapping, Glassine, Waxed and 
Fancy Papers 
O 
Curl Remover and Cut Register Attachment 
are to be had only on Beck Machines 





Our DEMI SHEETER for Smaller Work 


Large Output — Sheets Piled Accurately 


Ask for Circulars 


CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa 




















INDIVIDUALIZED STOCK 
MOLD BOXES and CONTAINERS 


Even if your requirements are limited, you can give your 
product the advantages of a colorful, attractive molded 
plastic box or container at low unit cost! Our stock molds 
dozens of different shapes and sizes—enable you to mold 
your boxes in your own choice of colors and materials. No 
mold charge, hence lowered costs. Write us! 


She KURZ-KASCH 


COMPANY 
DAYTON, OHIO CHICAGO 


LOS ANGELES DALLAS ST. LOUIS 
MINNEAPOLIS TORONTO, CANADA 


MOLODERS OF Pb A-S T 1 Crs 
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The Waldron Reverse Coater is 
especially designed for the ap- 
plication of quick drying lac- 
quers or varnishes. The lacquer 
is applied in a smooth, selid, 


acquer 
COATER/ 2mm tin 


adapted for applying metallic 
coatings, bronze, lustre or 
waterproof coating on paper or 


Write for complete details fabric. 
and engineering data. 


a JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J. 
New York Portland, Ore. 









LOING PAPER CONVERTING MACHINES 
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originators of 
opaque aniline inks 


Opaque Aniline White *20682 for glassine, regular 
cellophane carton and paper stocks. 


Opaque Aniline Buckeye White *24881—Designed 
especially for moistureproof and heat-sealing 
cellophane. 

Opaque Aniline Yellow *21253—suitable for any 
type of stock. 


These immediate dry OPAQUE aniline inks 
work clean, are free from settling, and can 
be used alone or with various dyestufis. 


CRESCENT INK & COLOR 
COMPANY OF PA. 
PHILADELPHIA 
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known Royal Scarlet insignia was chosen and applied 
to the Williams labels as a symbol of quality and 
honesty. From the time of the Egyptian pyramid build- 
ers until the founding of Williams, the few glass jars 
being used were made in approximately the same 
manner. The machine-made bottle, the can with its 
label and packaged food in general made many big 
businesses and the feeding of big cities possible. 


Molded Plastic Containers 


(Continued from page 53) machines used in the phar- 
maceutical trade for the pilling of tablets such as 
aspirin, or other medicinal compounds. 

Another interesting development of the plant we are 
visiting is the collapsible boxes shown. These are used 
to convey pills to the molding room and the molded 
articles to the finishing floor. Collapsible boxes are 
used purposely, for in one six-hour shift they use as 
many as three hundred boxes which, of course, would 
present quite a problem not only for handling but 
storage of containers to transport work about the fac- 
iory. These collapsible boxes stack easily and provide 
a convenient form of conveyance. 

Still another ingenious device is the loading board 
by which the pills are dropped into the cavities of the 
mold. After loading the mold the press is closed and 





Inspection and finishing department showing a double row of 
tumbling machines where the parts receive their final finishing 


a combination of a temperature of 320 deg. F. and 
from 50 to 500 tons of hydraulic pressure transforms 
that pilled material into a solid molded piece. Just 
imagine fifty ten-ton trucks piled one on top of the 
other and you will get a better idea of how much 
pressure is applied to some of the molds used to pro- 
duce plastic containers. The mold itself is made of oil- 
hardened, non-shrinking steel of the very finest quality, 
for the gloss and finish on a molded part is almost en- 
tirely dependent upon the amount of polishing that 
has been done in the cavities of the mold. The business 
of making molds for plastics is an art in itself not to be 
tackled by the amateur. Production difficulties and un- 
reasonable costs very often are the results of improperly 
designed molds or the use of poor material. Of course, 
interruptions in delivery are very costly to the customer 
and as a rule such interruptions if they occur are due 
to troubles with the mold. Even if the molder does the 
worrying about tool maintenance or production of 
parts, the customer is also burdened with troubles when 
a fair price is not paid in the beginning for molds. 
And talking of finishing brings us face to face with 
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a maze of tumbling machines, drill presses, inspection 
machines, punch presses and boxes and boxes ot fin- 
ished and unfinished molded parts. Into the tumbling 
machines are poured those small parts that can best be 
finished by churning about in a wooden barrel with 
shoe pegs and polishing compound. This action not 
only removes fins but does the polishing job as well. 
Che better finish is obtained by hand filing or belt 
sanding, then polishing on a rouged wheel with a final 
touch on a white wheel. Of course, for hinged con- 
(ainers there are holes to be drilled, sometimes tapped, 
slots or grooves to be cleaned of material and other such 
additional finishing work. 

Now, to back up all these operations, there must be 
a well-equipped plant with a competent staff. For in- 
stance, this particular plant is operating four six-hour 
shifts. This is done in order to produce the maximum 
number of parts from the minimum number of cavities. 
In other words, a mold consisting of twelve cavities will 
produce three times more parts per day under this 
system than if the tool were operated on a single 
eight-hour shift, or even two ten-hour shifts as are 
occasionally used in the trade. Time studies have in- 
dicated that after the passage of a certain number of 
hours fatigue slows up the workmen and, hence, the 
longer shifts do not prove as economical as a greater 
number of shorter shifts. In addition to all equipment 
to actually handle the material, there must be the steam 
boilers, hydraulic pumps, air compressors and all the 
other maze of equipment necessary to operate the 
presses. Here again, certain molding organizations 
have kept customer convenience and service in mind 
by having a double set of such equipment. Two steam 
boilers instead of one, four pumps at a time instead of 
two, and so forth, and although they only operate 
one set of equipment, there is always a second set ready 
to produce the necessary work for actual molding. 


Cigarette “Ads” Feature Package Change 
(Continued from page 50) of a pretty young woman 
operator of a wrapping machine who tells the reader of 
the advantages. The headlines, however, continue to 
stress the double jackets and their ability to seal in the 
tobacco’s freshness. 

In the fourth advertisement, both types of treatment 
are combined. The headline reads, “You can taste the 
quality—You can see the quality insurance.” Following 
the “reason why” tradition, two pictures show, respec- 
tively, the double wrap and a smoker enjoying the taste 
which the wrap is claimed to preserve. Once again, the 
subordinate copy emphasizes the means by which the 
cigarette is made to provide greater satisfaction, the 
double wrap. 

A fifth advertisement returns to a former advertising 
theme, an offer of the double-your-money-back-if-not- 
satisfied type. Yet the package promotion is by no means 
dispensed with. On the contrary, the illustration of the 
package, used as a trade mark, is clearly captioned with 
an explanation of the double jackets and a final sub-head- 
line, at the bottom of the advertisement, reads “2 Jackets 
keep them factory-fresh!” This final method of treatment 
will probably be continued indefinitely. So, too, it may 
be expected, will the company continue to feature the 
double wrap in its window display and other pro- 
motional campaigns. A current window display is based 











These designs are merely 
suggestions, and are not 
available as samples. 


ANYBODY’S PACKAGE 


Stock designs make a container “anybody's 
package.'' No matter how beautiful the design, 
“anybody's package" lends no individuality to the 
product it contains. It contributes no special sales 
appeal; it bespeaks no special quality. 

On the other hand, a molded container specially 
designed for your product will give it just the in- 
dividuality, just the mark of quality that will set 
yours apart from competitors’ products and give it 
an outstanding sales advantage. 

You are invited to consult us regarding your 
packaging problem. 
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NET WEIGHER 
ELECTRIC VIBRATOR 


FEED 
PRODUCTS 


Pulverized Coffee 
Tea 

Grated Cheese 
Nutmeg 

Cocoa, ete. 


PERFORMANCE 


Output up to 30 per minute on 
1 Ib. weights 

Range 200 to 14 lbs. 
Accuracy 1/16 oz. maximum 
Variation-major portion within 
1/32 oz., depending on product 


EQUIPMENT 
Vibrator on Feed Pipe 

a ba “* Stopper 
Hopper 

i ” *“* Chute 
Variac control for speed 
Net weight scale, wing type 


“ “ “ 


No motor required. Simply plug into lighting circuit. Elee- 
tric impulses agitates product from supply pipe down 
through the entire operation. 


At last a simplified and economical Net 
Weigher for small weights of sticky products. 


FRANKLIN STEEL WORKS 
JOLIET (ROCKDALE) ILLINOIS 
50 CHURCH ST., NEW YORK 


APRIL 1936 














Printed and Die-Cut 
from a Roll of Paper 


Chambon automatic printing machines print anythin 
: L from - 
os to 35-point board in any number of sg “es “i seas 
nate offset, or gravure, perform all finishing operations and de- 
iver the finished piece ready for use in subsequent packaging 
operations. Compactly designed, they require little floor space 
Manufacturers are invited to submit their printing problems for 
detailed analysis. Write CHAMBON CORPORATION, 913 New 
York Avenue, Union City, N. J. Western office at 608 So 
Dearborn Street, Chicago, Ill. 


CHAMBON 


Automatic Printing Machines 





TO END YOUR 
ADHESIVE TROUBLES 


. . . Without cost... 


without obligation ! 


Call upon us for the correct, individualized 
formula that will solve your particular ad- 





be problem. No obligation, no charge. The 
act that UPACO is ; i 
act that UPACO is among the leaders in 
every type of packaging adhesive application 
Is your guarantee of complete satisfaction 


here. 


: UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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upon the third advertisement of the present series, featur- 
ing the woman at the wrapping machine and the 
illustration of the new package, together with suitable 
and informative captions. 

Thus, without prejudice as to the actual value of 
double-wrapping as opposed to the standard single wrap, 
the company has obviously made the most—in terms of 
arousing consumer interest—of the opportunity afforded 
by the package change. It is to be hoped, however, that 
no competitor decides to go in for triple wrapping. Even 
an adman might fail that assignment. 


All Roads Lead To Point-of-Sale 

(Continued from page 49) and the correlation of the 
display to the whole merchandising program, the job 
of designing a good display still remains principally one 
of dramatizing the key selling points of the product, its 
taste, use or service. A good display must be graphic as 
well as telegraphic; it must arrest the casual glance and 
provide the impulse that causes a purchase. The na- 
ture of the product featured often permits a shrewd 
capitalization upon known consumer buying habits or 
weaknesses and a consequent higher retailer-sale realiza- 
tion. The display can sometimes possess an actual vend- 
ing value, promoting self-service by the consumer in 
the purchase of the product. 

The application of displays to the selling problems 
of industry is nearly as broad as industry itself. There 
are many outstanding examples of the profitable use of 
displays i the sale of products of only occasional pur- 
chase—in numerous cases, products of large unit-sale 
price. Notable among these is an action display that 
demonstrates the excellence of the brake action of the 
Chevrolet automobile; one that demonstrates the per- 
formance of Chevrolet's “‘knee-action” wheels; another 
motion display puts life and movement into the trade- 
mark of the Sherwin Williams Paint Company; stull 
another graphically portrays the durability of Wilson 
Brothers Buffer Hose. 

This discussion must 
treats principally of the application of displays to so- 
called shelf merchandise of frequent purchase and rela- 
tively low unit-price. Obviously such items cannot stand 
the high cost of individual personal selling, nor does the 
nature of such products lend itself to such selling. The 
accepted procedure is mass selling of the worth of the 
product to the public by consumer advertising in maga- 
zines, newspapers, by radio or billboard. Granting the 
great necessity of such advertising, it must be conceded 
that from it comes many “sales in the mind” that do 
not become sales in fact; “impressions” that require 
the stimulus of a reminder at the point-of-sale to convert 
them into actual retail purchases. This view illustrates 
the place of the display in the whole merchandising 
scheme. In a very real sense the display focuses to spe- 
cific final sales the effect of advertising in media of 
broad circulation. It reaps in sales what is sown by 


have some limitation, so it 


advertising. 
The retail outlet is the “neck of the bottle” through 


which merchandise moves into ultimate consumption— 
no more can be “sold in” than is “sold out.” The dis- 
play at the point-of-sale draws merchandise threugh the 
“neck of the bottle” with greater rapidity and certainty, 
depletes dealer stocks and creates the condition for re- 


orders. That is the “brass tacks” of selling. 
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PEERLESS TUBE 


Typical of Peerless food product pack- 
ages is this red, white and black tube 
for Sapco Brand Imported Anchovy 
Paste. Its glistening, ''sanitary"’ appear- 
ance attracts the buyer's eye, assures 
her of the superior qualities of the 
contents within. 


But more—the uniforg perfection of 
Peerless construction makes certain 
that the product will continue to find 
protection until the last portion has 
been used. It is because such protec- 
tion is supremely important in food 
product merchandising that the nat- 
ural choice of wise manufacturers is 
a Peerless—"'perfect''—tube. 


PEERLESS TUBES 
PRESERVE AND 
OUTLAST THEIR 
CONTENTS 





96 MODERN PACKAGING 


THE CUNEO PRESS, INC., U.S.A. 

















Ne 
on 
sel 
for 
bic 
are 
Du 
at 

per 
ma 
to 

ner 
go 
em 


No 








CUTEX 


LA CROSS 


BEAUTIFUL NAILS 


COME FROM 


BEAUTIFUL BOXES 


‘\enristy 


Nail polish manufacturers, probably more than any- 
one else, know the value of strengthening their 
selling at the Vital Point... the point of sale. They've 
found that the cleverest, most attractive kits get the 
biggest volume. That's one reason why most of them 
are steady users of molded Durez packages. 

Durez packages have proved their selling power 
at the Vital Point. They have a definite quality- ap- 
pearance which is hard to match with any other 
material. Their smooth, lustrous finish is as pleasant 
to the touch as it is rich looking. They are perma- 
nently attractive ... the customer will still have a 
good impression of the package when it is 
emptied cnd she is ready to repurchase. 


No matte what you sell, investigate molded 


LA VALL 


Durez packages. Let us send you samples of jars, 
boxes, display pieces and closures molded of this 
modern packaging material ...and “Packaging 
News”, free each month. Write General Plastics, Inc., 
124 Walck Road, North Tonawanda, New York. 


MOLDED DUREZ PACKAGES 


STRENGTHEN YOUR 
SELLING 
AT 
THE 


VITAL POINT 











WITH TRUE, RIPE 
TOMATO FLAVOR 


Sealed by the exclusive Vapor-Vacuum Sealing Prox 
ess with WHITECAP closures, your catsup, chili sauce 
or tomato juice wili reach your customer with all the 


appetizing fresh fruit flavor of the original pack 





Manufacturers of tomato products find that this 


newer, surer process of sterile vacuum sealing 


prevents “black neck”—loss of flavor—and 
discoloration. « Easier to open, and forming a 
perfect re-seal, single or double ‘shell 
WHITECAPS are a big factor in building customer 
preference for the products which they protect. 
WHITE CAP COMPANY 


NEW YORK CITY CHICAGO LONDON, ENGLAN? 
SAN FRANCISCO, CALIFORNIA 














